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The secret of Jefferson Super-Lag perform- 
ance lies in the lag plate which is a part of 
the Super-Lag link. This plate retards the 
normal fuse action, provides a time interval 
or lag. This time-lag prevents the fuse from 
blowing on harmless temporary overloads— 
saves needless shutdowns and link replace- 
ments. 





Your customers must pay men whether they 
are busy or "stopped". Unnecessary blowing of 
fuses on motor circuits causes delays that mean 
lost production. . . . You can increase your fuse 
sales by explaining how Jefferson Super-Lag Fuses 
prevent losses. 


Jefferson Super-Lag Renewable Fuses provide 
reliable, accurate protection—riding over harmless, 
momentary surges — operating positively on ex- 
tended, dangerous overloads. There is no better 
protection for electrical equipment and property— 
and against payroll loss for STOPPED TIME. There 
is no better way to increase your fuse sales than 
pushing Jefferson Super-Lag Renewable Fuses. 


Made in all capacities — knife-blade and ferrule 


types. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 
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The Housing Program 


ther business recovery is scheduled to 

start August 15. It is the moderniza- 
tion drive of the Federal Housing Adminis- 
tration, authorized by the National Housing 
Act. This Act provides that home owners 
may secure loans up to $2,000 on fixed im- 
provements. Terms are from three to five 
years, payable in monthly installments, with 
the minimum monthly payment tentatively 
fixed at $10. 

James A. Moffett, housing administrator, 
already has his promotion campaign well 
laid out. With the government guarantee- 
ing losses up to 20 per cent of total loans, 
he expects to bring out half a billion dollars 
of private capital by fall, with a resultant 
stimulation of the construction industry and 
building trades that will eventually give em- 
ployment to several million workers. 

Albert L. Deane, president of General 
Motors Holding Corp., has been selected as 
the deputy administrator in charge of the 
modernization drive. Under his direction 
promotion is being planned which will be 
directed to (1) those who have money to 
lend, (2) those who have materials and 
equipment to sell and, (3) those owning 
homes which are in need of modernization. 
Promotional drives, under local leadership, 
are planned for individual communities. 

Efforts are being made to reduce the costs 
of construction materials and the lumber 
industry has already effected substantial 
reductions. Plans to reduce freight rates 
on building materials will probably not ma- 
terialize due to increased operating costs 
which the railroads must bear under the new 
pension law. After five years of idleness, 
skilled labor in the building trades still 
clings to the old wage scales, which are 
decidedly out of line and are the principal 


T HE Administration’s latest move to fur- 


factor contributing to high construction 
costs. To what extent the Administration 
will see fit to risk political disfavor and put 
pressure on the building trades to accept 
reductions in wages for skilied labor remains 
to be seen. It is reported that Secretary 
Perkins favors such reductions. 

Regardless of the extent to which con- 
struction costs are reduced, and even if 
Administrator Moffett does not bring half 
a billion of private capital out of hiding by 
fall, there is bound to be a stimulation of 
home modernization, starting in the fall, 
continuing in 1935, and followed by the 
Administration’s projected new home build- 
ing campaign which is scheduled to get 
under way next year. 

This modernization program provides the 
electrical industry with a real opportunity 
to promote the sale of re-wiring, refixtur- 
ing, ranges, dishwashers, complete electric 
kitchens, laundry equipment, built-in radio, 
kitchen and attic ventilation and air condi- 
tioning. But it also provides an oppor- 
tunity for the plumbing industry to sell 
more bathrooms, the paint industry to sell 
re-decorating, and for many other industries 
to promote their products. 


HE extent to which the electrical indus- 

try benefits from the entire program will 
depend upon the amount of effort which it 
contributes (1) to the promotion of the 
campaign locally and (2) to selling home 
owners on using a substantial portion of 
their loans for electrical modernization. 
And in both of these activities electrical con- 
tractors and dealers will look to their whole- 
salers for leadership. 
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HAVE YOUR DEALER SIGN 
MAZDA LAMP ADVERTISING 
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How 
GENERAL 


WHEN that second shopper enters E L E C T R C 


your dealer’s store she sees a reproduction of the advertise- is helping you 
ment she has read athome . . . with lamps around it waiting and your dealers 
to be picked up. That’s punch at the point of sale. That is to sell more 
signing your dealer’s name to our advertisements. lamps 

That makes @ Mazpa lamp advertising his advertising. That 


makes his store headquarters for the lamp that is advertised con- 
tinuously and forcefully to four 
out of every five of his customers. 
At the right (bottom) is shown a 
simple but effective way to sign 
the dealer’s name to our adver- 
tising inside his store. General 
Electric Company, Nela Park, 
Cleveland, Ohio. 


Your Dealer's Customers Look for this MARK 








General Electric invites you to visit its exhibit in the Electrical Building at the Century of Progress 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 
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Code Committee Drops Fight for 
Price Control Clause 


Recent rulings by NRA make hopeless any further ef- 
forts to secure price stabilization. Washington urged 
to approve Code at once, with price control clause 
deleted. NEWA may hold convention in September 


has been making strenuous efforts to secure NRA 

approval of a provision in the pending supplemental 
code for the electrical wholesaling trade which would 
make it compulsory for wholesalers to adhere to the 
resale price schedules established by manufacturers. 
The Committee, ably assisted by Manager Director 
Tolles, were successful in convincing the NRA admin- 
istrators of the fairness and necessity of such a pro- 
vision. The various advisory and review boards proved 
an unsurmountable obstacle, however. Then new rul- 
ings were issued by NRA clearly indicating that price 
control provisions were to be “taboo” in all new codes. 


Consequently the Committee decided to accept a code 
without this provision and advised Washington to that 
effect, urging that the code be approved without further 
delay. Early approval is anticipated and it is tenta- 
tively planned to hold a convention late in September 
to discuss code enforcement. 


The Executive Committee of NEWA plans to nom- 
inate shortly eight members to serve on the Divisional 
Code Authority for the electrical wholesaling trade and 
each Association member will be asked to vote for these 


Pi. many weeks the Code Committee of the NEWA 


nominees or for any others that he may wish. Non-e 


members of the NEWA will be allowed, by ballot, to 
select three members of the Divisional Code Author- 
ity from among the non-members. 


For purposes of enforcement it is proposed to 
set up 41 local District Commissions. The per- 
sonnel of these Commissions will be named by 
the Code Authority, presumably after allowing 
the local trade in each district to indicate those 
whom they desire to receive such appointments. 

It is planned to complete the organization of 
both the Divisional Code Authority and the 41 

local District Commissions and to give these bodies an 
opportunity to gain some experience in the administra- 
tion of the code prior to the fall convention. 

All members are urged to fill out their ballots for 
members of the Code Authority and to return them 
promptly to NEWA headquarters. 


v 


What is NRA's 
Price Policy? 

N NRA official, Dexter M. Keezer, executive di- 
rector of the Consumer’s Advisory Board, at- 
tempted to answer this question in an address before 
the recent annual convention of the National Associa- 
tion of Purchasing Agents. He stated that the objec- 
tive of NRA is to perfect a price policy that will elimi- 
nate excess of price competition without, at the same 
time, giving sellers dangerous control of the market 
prices of their products. He indicated that there would 
be a further loosening or even abandoning of price con- 
trol provisions in codes, but failed to definitely explain 
how, in the absence of such price control, NRA pro- 
poses to protect industry from cut-throat competition. 
One statement by Mr. Keezer indicates very clearly 
why NRA has refused to incorporate a clause prohibit- 
ing underselling manufacturers in the pending electri- 
cal wholesaling code. “I cannot see,” he said, “how it 
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becomes unfair competition for a manufacturer to sell 
directly to ultimate consumers at the same price he 
sells to wholesalers, provided the conditions governing 
the sale are the same. To have it otherwise, as it is in 
numerous codes, seems to me to put a break on im- 
proved methods of distribution which, it is almost uni- 
versally agreed, are very much in order. Likewise, I 
do not comprehend how fair competition and improved 
methods of distribution are promoted by requiring dis- 
tributors to charge prices dictated by manufacturers, 
thus depriving consumers of the possibility of sharing 
economies which peculiarly efficient distributors may be 
able to affect.” 

These remarks appear to us as typical of the kind 
of thinking which now seems to dominate NRA. It 
may be an excellent political appeal to the masses, 
but it certainly offers little encouragement for the sorely 
harassed business executive who is striving to operate 
his business at a fair and reasonable profit and seeks 
protection from that small minority which will in- 
variably break the market through chiseling tactics un- 
less prevented by law (meaning the codes) from so 
doing. 

Already NRA’s so-called new price policy has become 
clouded with conflicting rulings. Bidders on govern- 
ment business were authorized to cut prices as much 
as 15 per cent below their code requirements and yet 
one industry has already been granted exemption from 
this ruling. Will similar exemption be granted to other 
industries and will the original order be eventually 
withdrawn? 

Another recent order, which fixes minimum prices 
on cigarettes is a direct reversal of an earlier ruling to 
the effect that all price fixing was definitely “out.” 
So, in spite of Mr. Keezer’s attempt at an explanation, 
we still ask “What is NRA’s price policy?” 

It is interesting to compare Mr. Keezer’s generalities 
and the conflicting rulings of NRA with the following 
statements by Charles R. Stevenson of Stevenson, Jor- 
dan & Harrison, New York, also delivered before the 
Convention of the National Association of Purchasing 
Agents. Mr. Stevenson said: 

“We must face facts and either continue to conduct 
the industry of this country on the basis of unrestricted 
competition, which I believe will destroy the capital- 
istic system or the country itself, or else we must move 
forward to the system of controlled competition with a 
frank and definite recognition that controlled competition 
does mean price fixing, but price fixing properly con- 
trolled and checked in the public interest. 

“T think we are all pretty well agreed in America that 
we want to maintain the capitalistic system, and if we 
are to maintain it we must deal successfully with the 
question of price determination. 

“The actual history of the NRA in relation to the 
control provisions of the Act has been a constant effort 
to prevent industry from setting up the effective controls 
which are necessary to price determination. 

“If I were in a position to write the ticket for in- 
dustry in this country I should give each industry the 
right to name the prices at which its products should 
be sold and I should enforce their prices through due 
process of law. These prices, in my opinion, should 
be based on certain factors which would insure abso- 
lute fairness and equality of treatment to capital, man- 
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agement, labor and consumers. I should determine 
these prices on the average industry cost, using replace- 
ment costs for raw material, adequate wage rates for 
labor and overheads based on a reasonable use of the 
facilities for industry. I should not expect this cost 
to include carrying charges on idle, unused, or exces- 
sive capacity. Executive salaries should be checked 
and should bear a reasonable relationship to the size 
of the company. 

“After determining these cost factors the selling 
price should include a reasonable return, say 10 per 
cent, on the true capital value of the active facilities 
in the industry, calculated on replenishment values. 
No return should be figured for excessive valuations or 
watered capital.” 

v 


A Sound 

Investment 
AST month we reported that, recognizing the posi- 
tion of leadership which the Radio Wholesalers’ 
Association has attained in the radio industry, the Gen- 
eral Electric Supply Corp. had joined the ranks of its 
members. During the past month, both the Graybar 
Electric Co. and the Westinghouse Electric Supply Co. 
have taken similar action. However, a mere handful 
of the several hundred independent electrical whole- 
salers who sell radio have followed the example of 

these national houses. 

Perhaps this hesitancy on the part of the independ- 
ents is due to a belief that they should not be called 
upon to support both NEWA and RWA. However, 
RWA dues have been scaled down to a point where 
they are in no sense burdensome. Dues of a whole- 
saler whose annual radio volume is $15,000 or less are 
only $10 a year. On a volume of from $15,000 to 
$50,000 his dues are set at $25 and the maximum dues, 
on an annual volume in excess of $50,000 are $50. 

Had it not been for the untiring efforts of the Code 
Committee of RWA, the radio wholesaling trade would 
be without a code today. On another page Mr. Gross, 
chairman of the Divisional Code Authority for the radio 
wholesaling trade, explains the tangible savings which 
all radio distributors will effect under the provisions 
of this code. While radio may not have been a profi- 
table line for many wholesalers in recent years, with 
the safeguards provided by the code, every radio dis- 
tributor may confidently anticipate radio profits that 
will more than justify the moderate cost of member- 
ship in RWA. 

Not content with having secured its code, RWA, in 
cooperation with the radio manufacturers, is now per- 
fecting the final details of its Five Point Plan, a na- 
tional promotional campaign that promises large in- 
creases in radio sales. 

The activities of RWA are devoted specifically to 
radio. Its membership is specialty minded. It is doing 
a real job for the radio industry. However, its re- 
cent accomplishments have been due to the work of a 
relatively small group of enthusiastic supporters, all of 
them distributors of the specialty type. Nevertheless, 

*RWA is “going places and doing things.” And it will 
go much further as the independent electrical whole- 
salers recognize, as the three national houses have done, 
that an RWA membership is a sound investment. 
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Six Ways in Which 


The Radio Code Will Save Profits 


Trade practices which have heretofore resulted in excessive waste of the whole- 
saler's profits are now definitely ruled out under the Radio Wholesaling Code 


ASTE of profits, which has 
heretofore presented a 
most serious problem to the 
radio wholesaler, is already being 
eliminated as local District Agencies 1n one trading area 
after another are swinging into action and bringing about 
compliance with the provisions of the Supplemental Code 
of Fair Competition for the Radio Distributing Trade. 
There are no less than six separate provisions in this 
Code, each of which should very definitely reduce the 
distributor’s cost of doing business and thus result in a 
very tangible increase in his net profit rate. And it should 
be borne in mind that the Code applies to sales by manu- 
facturers direct to dealers, as well as to wholesalers. 


Sales Below Cost 

1. First of all, the Code very definitely prohibits sales 
below cost, and cost is defined as “the net invoice pur- 
chase price, plus transportation charges to the whole- 
saler’s warehouse, and when ascertained by the Admin- 
istrator, upon the recommendation of the Divisional Code 
Authority, to include a reasonable amount for direct labor 
costs entailed in the sale and delivery of the merchandise 
and collection of accounts by the member of the trade.” 

The Divisional Code Authority is now engaged in deter- 
mining what should constitute ‘a reasonable amount” to 
cover labor and collection costs and in the near future it 
will submit its definite recommendation to the Adminis- 
trator. In the meanwhile, radio wholesalers must sell for 
at least invoice cost plus incoming transportation charges. 


Cash Discounts 

2. The Code very definitely outlaws chiseling on cash 
discounts by the wholesaler’s customers. The date of 
each invoice must be the shipping date. In some districts 
it has been common practice to withhold billing until the 
first of the following month on all shipments made dur- 
ing the last few days of the current month. This practice 
is a direct violation of the Code and has already been dis- 
continued in districts where the local agencies have started 
to function. 

Cash discounts must not exceed two per cent and net 
terms must not be longer than 30 days from date of in- 
voice. Furthermore, the wholesaler cannot allow a cash 
discount on payment made by note or trade acceptance. 
All notes and trade acceptances must bear interest, also 
all payments must be applied to the customer’s oldest 
outstanding account. Cash discounts cannot be allowed 
unless the account is paid in full, neither can they be 
allowed if any undisputed items are past due. 

The Divisional Code Authority has announced that 


AUGUST, 1934 


By BENJAMIN GROSS the local trade in each district, 


Chairman, Divisional Code Authority 
for the Radio Wholesaling Trade 


through its District Agency, may 
select terms of either two per cent 10 
days from date of invoice, two per 
cent payable semi-monthly or two per cent 10th. prox. 
The individual wholesaler may, if he wishes, adopt more 
rigid terms, but he cannot extend terms that are more 
lenient than those set up by his District Agency. 

These provisions concerning terms and cash discounts 
will be vigorously administered by the local District 
Agencies. In New York City, for example, when a dealer 
deducts an unearned cash discount or tenders a non- 
interest bearing note, the wholesaler involved turns the 
remittance over to the managing director of the local 
District Agency who, as a duly authorized representative 
of the Code Authority and, consequently, of the Federal 
Government, advises the offending dealer that his re- 
mittance is in violation of the code and cannot be ac- 
cepted by his wholesale supplier. 


Henceforth, dealers must remit to their wholesalers 
with the same promptness and precision that manufac- 
turers have long required of the wholesaler. The whole- 
saler’s investment in accounts receivable will be materially 
reduced, as he can assure himself of interest on all ac- 
counts over 30 days old and, as a result, will obtain a 
much better turnover on the capital invested in his busi- 
ness. 

Rebates and Subsidies 

3. Among the serious profit leaks long prevalent among 
the trade have been secret rebates, “spiffs”, premiums 
and similar subterfuges which are now definitely ruled 
out by the “Rebates and Subsidies” provision of the 
Code. Wholesalers have heretofore been forced, through 
unfair competitive methods, to submit to this wastetul 
and very costly abuse. Now, under the Code, they may 
not only agree among themselves to discontinue this 
practice, but they can actually effect substantial savings 
through enforcing this Code provision. 


Sales Promotion Allowances 

4. From now on the wholesaler’s expenditures for 
sales promotion must be on a sane basis. Under the Code 
he cannot spend more than one per cent of his total annual 
sales to dealers for sales promotion purposes. It is also 
specified that all sales promotion plans must apply to all 
dealers in the same territory on the same basis. In other 
words, dealers can no longer use sales promotion allow- 
ances as a means of chiseling the equivalent of an extra 
discount. This clause is designed to eliminate the need- 
less waste of profit which the trade (Turn to page 50) 
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“That's How | Sell Industrials”’ 


By friendly contacts with the plant maintenance men this 
salesman learns where new equipment is needed. He then 
calls on the chief engineer with a definite sales objective 


the chief engineer of a large brew- 

ery. He was out to lunch. A sales- 
man was there with a new type of 
switch under his arm. One of the plant electricians 
came in. 

“Hello, Andy,” he grinned, “What have you got this 
time?” 

“Hello, Tom. Say let me show you a big improvement 
in switches. This new one eliminates all the troubles you 
used to have in r 

The salesman went through a complete demonstration 
with this electrician, giving him all the respectful con- 
sideration he might show to a big buyer. 

After the demonstration the 


7 HE other day I was waiting to see 





As Told to 
WALTER J. HOLMES 


carbon brushes and fuses, I go in with 
a definite sales objective. 

“This switch is just what he needs 
for a certain application. Very well, I 
then list the various faults of that old switch im that 
application. For that particular application he needs a 
switch that will do so and so. Not once during my talk 
do I so much as hint that I would like to sell him this 
switch for his racking machine, or whatever it may be. 
However, there may be a dozen selling points on this 
switch. The ones I talk about are the ones applying to 
that particular job. From advance dope from the elec- 
trician I may learn that this switch is frequently turned 
on by unauthorized persons. Therefore I emphasize heav- 
ily to the chief the advantages of 








salesman said, “Having any trou- 
ble I can help you with?” 

The electrician waved a thumb 
toward the bottling plant. Both 
men left me and after 15 minutes 
the salesman came back wiping 
grease from his hands. 

“Thanks a lot, old man,” the 
electrician said. “Somehow I 
never thought of that point being 
the cause of all my trouble.” 

“Any time I can do anything 
for you just let me know,” the 
salesman rejoined. “That’s what 
I’m here for.” 

At this point I introduced my- 








this switch with a lock. 

“Tf I were to tell him that he 
needed this lock switch for his 
racking machine he would ridi- 
cule the idea and minimize the 
need for a lock at that point. He 
would swear on a stack of bibles 
a yard high that nobody ever 
touched that switch except the 
proper employee. Yes sir, it was 
all foolishness and might delay 
operations if someone lost the 
key. His creative genius would 
be stirred to find bigger and bet- 
ter reasons why he didn’t want a 
switch with a lock on the rack- 

















self to the salesman. “Do you 
know all the men in the electrical 
department here?” I asked him. 

“That’s how I sell,” he grinned. “The men tell me 
about the troubles and needs of the plant.” 

“So by helping them you see what is needed and then 
try to sell the chief on those items,” I suggested. 

“That,” he replied, “would be the best way in the world 
to get kicked out of the plant and have an electrician fired. 
This chief is like a lot of others. He’s been in the business 
for 40 years and no young squirt of a salesman is going 
to tell him what he needs.” 

“But—” I floundered. 

“Ah, but,” he grinned. “My time isn’t wasted by any 
means. It works out like this: Through helping these 
boys I know every circuit in the plant. I know that he 
has trouble on account of dampness in section 17, and 
that such and such a condition causes him trouble in 
another place. I know just what he should have in the 
way of equipment to correct these troubles. 

“Instead of going in'to see the chief as many other 
salesmen do, with some routine specialty, or to ask about 
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“Thanks a lot, old man," the electrician said 


ing machine. 

“Now in my talk I’ve said 
nothing about his racking ma- 
chine. I haven’t driven him into a corner where he must 
gouge and bite to prevent me from outwitting him in 
a sales battle. But every point in my talk is directed to 
the advantages of this switch in that application over 
his present switch. 

“He will think it over a bit and then say, ‘By golly, 
it’s a wonder somebody didn’t think of those improve- 
ments before. I’ll take one of those switches. It’ll be 
just the thing for my racking machine.’ 

“It has been a painless sale because he vaguely be- 
lieves that buying the switch was his own idea. 

“A lot of high powered men have failed at the busi- 
ness of selling because they tried to put their company 
on a pedestal. Others have failed because they accepted 
the fallacy that ‘the customer is always right.’ I try 
to take a sincere middle ground. If the customer is wrong 
I give him my side of the story. On the other hand, if 
my company really featured some line year before last 
that was a lemon I’ll admit it. (Turn to page 50) 
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Million Dollar Program Proposed 


to Promote Radio Sales 


"Five-Point Plan", sponsored by RWA and RMA, aims to unite five branches 
of the industry in a three year promotional campaign designed to revitalize 
the radio industry and to revive public interest in modern radio receivers 


in Chicago in June, the proposed Five-Point Plan 

to promote radio sales was endorsed by both 
associations and a committee appointed to work out 
details of the program. 

This committee, composed of Benjamin Gross, David 
M. Trilling and Francis E. Stern from RWA and Powell 
Crosley, Jr., James M. Skinner (Philco) and W. S. 
Symington (Colonial) from RMA, has developed a defi- 
nite program which it plans to put into operation this 
fall and which would extend over a three year period. 

It is proposed to establish a “Bureau for the Advance- 
ment of Radio” to carry out the program. This Bureau 
would employ a full time managing director and would 
comprise representatives of set and tube manufacturers, 
wholesalers and retailers. 

Funds, which are expected to total nearly a million and 
a half dollars, would be raised by the following subscrip- 
tion plan: 

By dealers on purchases: Ten cents per table model 
or automobile receiver or short wave converter. Fifteen 
cents per console or chassis equipment. 

By distributors on purchases: Five cents per table 
model or automobile receiver or short wave converter. 
Ten cents per console or chassis equipment. 

By set and tube manufacturers on sales: Five cents 
per table model or automobile receiver or short wave 
converter. Ten cents per console or chassis equipment. 

These subscriptions would provide a total of 20 cents 
per table model or automobile receiver or short wave 
converter, and 35 cents per console or chassis equip- 
ment. 

By tube manufacturers on sales: One mill per tube, 
all types. 

By broadcast stations: Broadcast stations will be 
asked to cooperate with this plan by the donation of time 
and talent, spot announcements, etc., on the basis of im- 
proving the quality of their listening audiences and in 
consideration of expenditures for time purchased from 
them. 

By broadcast sponsors: Broadcast advertisers will be 
urged to make spot announcements with the idea of im- 
proving reception in their listeners’ homes as their con- 
tribution to the Five-Point Plan. 

By utilities: Utility companies will be urged to in- 
clude in their literature sales material promoting the idea 
of better radio sets which will result in enhanced load, 
also to promote the idea of better radio listening in their 
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institutional load-building advertising, displays, _ bill- 
boards and broadcasting, and to devote a certain fair and 
reasonable share of such advertising exclusively to radio. 

The plan contemplates that the distributor will add to 
his invoices to his dealers the amount per set covering 
the dealer’s subscription. The manufacturer in turn will 
add to his invoices to his distributors the amount per set 
which the distributor subscribes plus the amount per set 
which the distributor collects as the dealer’s subscrip- 
tion. The collections by the distributors and by the 
manufacturers are all made as trustees for the Bureau. 
The sums so collected by the manufacturers plus their 
own subscriptions are to be transferred to the Bureau 
on or before the 25th day of each month covering the 
business of the previous month. 

It is planned that subscriptions become effective on all 
shipments by manufacturers beginning August 1 of this 
year. It is proposed that the active functioning of the 
plan will begin immediately thereafter. 

Six intensive sales drives are planned, starting with 
a Labor Day Period, September 1-8, and followed by 
Radio Progress Week, October 6-13; Election Period, 
October 27 to November 6; Holiday Period, December 
1-24; National Radio Birthday Week, February 12-22 
and Auto Radio Week, May 25 to June 1. 


LL publicity would be built around the slogan Enjoy 
MopERNIZED Rapio. Each week, from September 
until May, the Bureau would conduct a 15 minute broad- 
cast over a national network, with one outstanding and 
longer program during each campaign period. Weekly 
essay contests on the subject “What Radio Meant to Me 
This Week” are also contemplated, together with news- 
paper announcements of these broadcast periods and an 
extensive program of national advertising in both general 
and trade magazines. Three direct-mail series for deal- 
ers are also included in the publicity plans, one each for 
Radio Progress Week, Christmas and National Radio 
sirthday Week. 

The underlying purpose of the Five-Point Plan is to 
stimulate wholesalers and dealers to place radio in a 
position to compete against other major specialties for 
its rightful share of the consumer dollar. With the trade 
organized under the leadership of over 50 local District 
Agencies, the committee believes that it is now possible, 
for the first time in the history of radio, to secure co- 
ordinated industry cooperation that will effectively re-sell 
radio to the American public. 














“Our Salesmen Must Handle Details” 


The salesmen of this successful appliance distributor 


Says A. L. SHELLWORTH 


Sales Manager, Sunset Electric Co., Portland, Ore. 
In an Interview with 


Henry W. Young 


are their own bosses, and that means plenty of re- 
sponsibility. They are called upon to act as dealer 


pickers, program explainers, lecturers, showmen, ad- 


vertising experts, kick eradicators and sales trainers 


M4 TILL”, as old Omar very sagely remarked, “many 
a garden by the water blows.” Amidst all the 
moil and turmoil of getting back to a commer- 

cial basis approaching normalcy—the pricklings of cir- 
culation returning to a limb long asleep—one garden 
that has blown in a very satisfactory manner during 
recent months has been that represented by the electric 
refrigerator. Business in the household types as well 
as the commercial types, including beer cooling and 
vending equipment, has boomed. This has been particu- 
larly true in the Pacific Northwest, where equipment has 
been moving by the carload, as it had never moved in 
the days of greatest commercial enthusiasm. 

In this Pacific Northwest territory there is a dis- 
tributor, the Sunset Electric Co., that has been doing 
outstanding work in the line of refrigeration, as well as 
radio and other major electric appliances. With offices 
in Portland, Ore., and Seattle, Wash., it is operating on 
a scale that places it up among the leaders on the whole 
Pacific Coast. It seemed reasonable to suppose that 
A. L. Shellworth, who has been manager of the Port- 
land office since the first of the year, might have some- 
thing to say on distribution that would be worth record- 
ing. He did. 

When I asked him if there was anything different 
about distribution and selling methods, in the line of 
refrigeration particularly, since the days of great abun- 
dance, this is what he started off with: 

“There has been a change. I can explain it best by 
saying that the hocus-pocus has been taken out of this 
kind of selling. Hooey has given place to horse sense. 
Selling is not necromancy. It is a standardized business 
involving infinitely painstaking attention to details. The 
salesman himself cannot get by on personality and on 
the supposition that, as a salesman, he is someone apart 
from the rest of the crowd and should scorn sordid de- 
tails. To my mind, the salesman has got to buckle down 
to getting a thorough understanding of every detail of 
the plan by which the goods are being sold by the mod- 
ern distributor. Then he must follow up and follow 
through on every angle of that plan and hold the reins 
in his territory. Such a man is not only a salesman but 
he is an extension of the office force, on legs.” 

There was something to ponder in this. Here was 
evidently a type of sales manager who didn’t believe in 
the hurrah stuff; who did not stage contests, and pep 
meetings; who quite as evidently put his men out on 
their own and asked them to run their end of the busi- 
ness and do something besides talk about their product. 
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Therefore, I asked him 
to be specific and outline 
their plan of selling and 
handling salesmen. 

“T can make a start by 
the one, two, three meth- 
od”, he replied. “Prob- 
ably we can talk around 
a few initial paragraphs 
better than at random. 

““(1) Know what your 
market is. Break it 
down by counties. 

“(2) Systematically 
cover that market, with 
a hand-picked dealer in every trading center, educated 
to your way of doing business. 

“(3) Then see that these dealers, every one of them, 
can and do make money. 

“(4) Train the salesman to take care of the number- 
less details attendant upon helping the dealer move the 
goods. Make him an extension, in the field, of the sales 
executive office. 

“We make market analyses ourselves as far as possi- 
ble. If you are fortunate to be selling for a manufac- 
turer who has made such analyses on a national scale, 
then supplement your own data with his. Much of this 
information can also be obtained through such publica- 
tions as the ‘Curtis Handbook.’ Anyway, get the in- 
formation. It is necessary to the modern method of sell- 
ing as contrasted with the old hit-or-miss method. 

“For example, take refrigerators. It is easy to find 
out in each locality who the dealers are, and from them, 
how many refrigerators have been sold, in the past year, 
say. From these figures establish your own quota in 
the locality, if you are just going in there. If you are 
already in, then get the same figures from the dealers 
and from the utility. Check the selling job you are 
already doing, against them.” 

“Coming to the next point, the dealer set up, what are 
your methods of procedure. Who constitutes a dealer ?” 
Mr. Shellworth was asked. 

“The type of dealer will vary somewhat with the size 
of the town and the character of the community”, was 
his reply. “But in any case, we go after the active mer- 
chandisers, and take plenty of time to find out who they 
are. Furthermore, we limit the size of our dealer organ- 
ization to that which we can handle efficiently. Some go 
after dealers by the shotgun method and spatter them 
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around everywhere. I prefer a smaller but more loyal 
organization, with a more active interest in the franchise. 

“Tt largely hinges on this fact, that we seldom ask the 
dealer to buy. Our whole effort in theory and in fact is 
to help the dealer to sell goods. That being the case, 
it is obvious that our dealer organization shall be no 
larger than one to which we can give the most careful 
personal attention.” 

“You say that it is your policy to see that the dealer 
makes money. How can you control that? And if he 
does get into the red with your line, what are you going 
to do about it?” To these questions he had the answers. 

“T’ll take the old adage, ‘The customer is always 
right’ and turn it around a bit,’’ was his comeback. “I'll 
put it this way: ‘The distributor is always wrong.’ 
If a dealer with our franchise, with the present mar- 
gins, which are sufficient, and with the selling plan 
which our supplier furnishes through us, cannot make 
money, then it is because we have fallen down some- 
where. 

“In the first place, we picked that dealer. If he is 
not doing a job because of improper financial backing, 
or because he does not stand well in his community, or 
because he has outside entanglements that prevent him 
from running his business properly, then it is our fault. 
We should not have picked him in the first place, and 
if we cannot remedy these matters, then we must get 
rid of him and get another. 

“More often the dealer is active and conscientious, 
but is working from the wrong angle. In that case, we 
have fallen down on his education. Set him right. 

“All down the line, in fact, the sooner the distributor 
gets into the frame of mind to realize that it is his own 
fault when things are not going right, the sooner will 
he become a successful distributor.” 

“Now for the last point, the training of salesmen to 
take care of details. That seems to be one of the most 
important things of all. How do you do it?” 

“T can put it best,” replied Shellworth, “by saying 
that in our business the salesman is supposed to be, 
and is, his own boss, to a large extent, his own advance 
agent, his own show manager and his own trouble 
shooter. And if you don’t believe there are some details 
to attend to under that arrangement, just try it. 

“Here is a little picture of the thing. From our manu- 
facturer comes a fully worked out and coordinated 
sales plan—national advertising, local advertising, deal- 
ers’ direct mail activities, store and window display, 
dealer educational program, etc. Nine times out 
of 10, the distributor does not need to change 
that plan one whit. If he and his salesmen and 
dealers will follow it to the letter it will be as 
good and probably better than they could devise 
themselves. 

“First, the salesman has to get every element 
of that plan firmly fixed in his mind. When he 
is letter perfect, it is then up to him to present 
that plan to every dealer. He must get the lat- 
ter’s undivided attention for as long as is neces- 
sary to explain every point, and then go over 
those points again and again until he is sure that 
the dealer understands them. This is no sales 
talk, it is class work. 

“Suppose that the plan calls for a specified 
amount of advertising to be done locally. For 
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the dealer to say that he understands this and will do it 
is not sufficient. He will never get around to it, or he 
will be late in making insertions and not jibe with the 
rest of the program. The salesman must not leave him 
until the very schedule is written up, the amount of 
space for each issue of the paper specified, and the 
exact date of each insertion. That’s detail. And more 
than that, the salesman must check and follow up and 
remind each and every one of them again and again and 
personally see that the advertising is carried out as spe- 
cified in the schedules. That’s one thing I have refer- 
ence to when I say that our salesmen must be exten- 
sions of our office force. 


44 AFTER the foundation is laid, the next step is the 

educational one. Our salesmen are out every day 
and many evenings, holding sales meetings with the dealers 
and their sales organizations. Each salesman is provided 
with a projector and films, furnished by the factory. 
They are of two types—product films and sales films. 
Nothing in either direction is left to the imagination of 
the dealer. In giving these shows or lectures, our sales- 
men in the field are on their own. They are their own 
showmen. They make their own dates and arrange for 
everything. 

“Salesmen are also given full responsibility in set- 
tling complaints. Little things upset a dealer. When 
he gets a kick or complaint of some kind, until it is set- 
tled he cannot seem to work right. Our salesmen never 
go away and say that they will settle the complaint the 
next trip or will write in to the office about it. They 
settle the matter then and there so that the dealer can 
get back to work. Every salesman knows our policies 
in these matters. He then exercises his own judgment 
on the spot. If he should make an occasional mistake 
and settle some matter as we would not have settled it, 
he can easily be forgiven. But if he just lets the matter 
slide, he cannot be forgiven. 

“Along with his duties as data gatherer for our sur- 
veys, dealer picker, program explainer, advertising spe- 
cialist, sales organization trainer, lecturer and showman, 
kick eradicator, etc., our salesman puts in the rest of 
his time working with his dealers on their window dis- 
plays and store set-up, and after that, in going out 
occasionally with a dealer and helping to close sales. 

“Am I right when I| say that selling today is a busi- 
ness, that it entails hard work on many arduous details ? 
The days of hocus-pocus are passing in this business.” 





The appliance display room of the Sunset Electric Co., has been recently 
enlarged and remodeled 











John H. Frederick 


One of the effects of the Recovery 
Act has been a trend towards the utilization 
of public warehouses for manufacturers’ 
spot stocks. Such a policy on the part of a 
manufacturer tends to disrupt the market 
by setting up financially irresponsible whole- 
salers and placing them in a position to under- 
sell the legitimate wholesaler who performs 
for himself the 


warehousing function 


Why Electrical Wholesalers Object 
to Manufacturers’ Spot Stocks 


By JOHN H. FREDERICK, 


Assistant Professor of Marketing, University of Pennsylvania 


adopted the policy of maintaining local or spot- 

stocks of their merchandise in public or private 
warehouses at strategically located points. Such local 
or spot-stocks are shipped from the factory and stored 
as the manufacturer’s property at a point where he feels 
the goods will be needed to supply consumer demand. 
They are, therefore, distinct stocks of goods set aside 
for a definite market and are by no means the same 
thing as surplus stocks at the factory. 

Up until recently the chief reason why manufacturers 
made use of spot-stocks was the need to meet the de- 
mand for service on the part of certain types of whole- 
salers and other distributors. Retailers were shifting 
the carrying of stocks back to the middlemen and they, 
in turn, wished to pass the burden back to the manu- 
facturer whenever possible. Recently, however, the car- 
rying of spot-stocks in some lines has increased because 
of restrictions on consignment selling in some of the 
codes of fair competition adopted under the National 
Industrial Recovery Act. Whatever the reason for the 
carrying of spot-stocks may be, manufacturers realize 
that someone must be responsible for placing their goods 
within easy reach of the retailer; for carrying the finan- 
cial burden entailed in this task; and for undergoing the 
necessary risk. Manufactured goods that are nationally 
advertised must be nationally distributed, and many 
manufacturers feel that it is a physical impossibility to 
render the services demanded by their trade without 
supplying their wants from some near-by public or pri- 
vate warehouse. 


12 


[) sion recent years many manufacturers have 


In a recent survey of distribution practices conducted 
by Business Week it was discovered that 1,714 manu- 
facturing concerns were using the facilities operated by 
public merchandise warehouses in 26 different states. 
The smallest of the public warehouses supplying data 
carried the products of seven nationally known manu- 
facturers regularly, while the largest carried nearly 400 
accounts. Practically all the manufacturers reported on, 
used the complete facilities of the public warehouses. 
In other words, they shipped their goods to the ware- 
houses in carload lots at the lowest obtainable freight 
rate, and then had them re-shipped by the warehouse 
when and as ordered by their customers. Approximately 
five per cent of the manufacturers allowed the ware- 
houses to fill orders fer odd lots, permitting the opening 
of original cartons or boxes so that such small orders 
might be filled. In order to facilitate re-shipping these 
manufacturers made use of the accredited list system, 
a more or less recent development of public warehouses 
whereby the manufacturers supply the warehousemen 
with lists of customers who are in good credit standing 
and whose orders for merchandise may be filled with- 
out first obtaining the approval of the manufacturer. 


a survey, above referred to, also revealed that of 
the shipping orders honored by the warehouses sup- 
plying data, 26 per cent originated in the manufacturers’ 
home offices, 49 per cent in branch offices, and 25 per 
cent from territorial salesmen. 

It would appear that this growing tendency for manu- 
facturers to store their products as spot-stocks in public 
warehouses is, to a considerable degree, destroying one 
of the natural functions of the wholesaler in a number 
of lines. It is a natural function for the wholesaler to 
operate a warehouse for the general distribution of the 
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products of numerous manufacturers and to see that 
such products are distributed to retail merchants and 
others who purchase in small quantities. Because of the 
great diversity of lines handled the wholesaler is able 
to operate at a minimum cost. Promiscuous storing of 
stocks in public warehouses by manufacturers is rapidly 
destroying the value of this function as practiced by 
wholesalers. The wholesalers, as a result of this policy 
as carried out by many manufacturers, are forced to 
compete with manufacturers’ representatives of various 
sorts, with brokers, and with desk or non-stock-carrying 
jobbers. It might be said that the continuance or exten- 
sion of this practice may eventually result in the elim- 
ination of many service 

wholesalers, and it will 


warehouse stocks is not only uneconomical, but is detri- 
mental to the interests of the legitimate wholesaler, and 
adds to the cost of distribution.” 

“T believe that this is a practice which should be dis- 
couraged unless a charge is added to the usual f.o.b. 
factory price equal to the freight charges plus the cost 
of such warehouse functions. There seems to be no 
question ‘but what such a practice absorbs a number of 
the costs of practical wholesale distribution and it places 
the small financially irresponsible wholesaler at a great 
competitive advantage over the large wholesaler, who 
carries his own stock and who is forced to bear the ex- 
pense of all legitimate wholesale costs.” 

The carrying of spot- 
stocks by manufacturers 





naturally follow that 





undoubtedly places the 





smaller retail dealers and 
other small purchasers 
will not survive without 
the delivery service and 
credit accommodation 
now given only by the 
wholesaler. 

In order to ascertain 
the sentiments of the 
wholesale electrical trade 
on the question of manu- 
facturers’ s p ot - stocks, 
letters were sent to a 
number of electrical 
wholesalers in all parts 
of the country. Fifty per 
cent of those questioned 
replied, which is evi- 
dence of the general in- 
terest in this subject. Of 
those who replied, 72 per 
cent definitely regarded 
the carrying of spot- 
stocks by manufacturers 
as undesirable competi- 
tion, felt that it reduced 
the fundamental func- 
tions of the wholesaler 


Some Wholesaler Opinions 


"The practice of some manufacturers in maintaining 
local warehouse stocks is not only uneconomical, but it 
is detrimental to the interests of the legitimate whole- 
saler and adds to the cost of distribution." 


"We believe it is a very bad. practice for the manu- 


facturer to carry local stocks in the larger centers be- 
cause this only encourages the setting up of small 


jobbers who act merely as commission merchants and 


able to do quite a large business on a very small capital. 
In most cases we find they are very hard to handle when 


it comes to teaching them the cost of doing business. 


business without performing any service whatever." 


“This practice places the small, financially irresponsible 


wholesaler at a great competitive advantage over the 


smaller wholesaler in a 
better position to com- 
pete with the large. The 
desire of the salesmen in 
charge of these stocks to 
stimulate sales leads to a 
practice of selling large 
dealers, or semi-jobbers, 
direct at regular whole- 
salers’ price schedules. It 
also encourages the es- 
tablishment of small con- 
cerns with little or no 
capital and limited facil- 


do not perform the functions of the wholesaler. They are ities, who make cut- 


throat prices on _ the 
products they are able to 
buy from day to day in 
small quantities. Usually 


Therefore they are always just enough lower to take the such concerns operate 


with practically no over- 
head, are more or less 
ephemeral and nearly al- 
ways constitute a demor- 
alizing influence in the 


larger wholesaler who carries his own stock and incurs trade. 
the expense of all legitimate wholesaling costs." 


The objections of elec- 
trical wholesalers to 





in an undesirable fash- 


manufacturers’ spot- 








ion, and believed that 

the practice increased 

competition through fostering the growth of small 
wholesalers. Twenty-eight per cent of those replying 
were neutral on the subject as they seemed to feel that 
certain spot-stocks, located in centers such as Chicago, 
San Francisco and Dallas, were of advantage for the 
purpose of speeding up deliveries to wholesalers located 
at a distance from the manufacturer. None of those 
replying stated that they were unqualifiedly in favor of 
manufacturers carrying spot-stocks in public ware- 
houses. This in spite of the fact that many manufac- 
turers appear to feel that this is a service demanded by 
wholesalers ! 

Excerpts from some of the replies clearly indicate the 
electrical wholesalers’ objections to manufacturers’ spot- 
stocks : 

“Tt appears to be the consensus of opinion of at least 
the majority of recognized electrical wholesalers, that 
the practice of some manufacturers in maintaining local 
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stocks might be over- 

come in a large measure 
if all manufacturers, who felt it necessary to carry such 
stocks, would adopt the principle of establishing price 
differentials based upon the nature and extent of the 
distributing services they performed. These manufac- 
turers might also place a reasonably large minimum 
limit on orders obtainable from warehoused stocks. It 
seems only fair that a man buying from the warehouse 
stock should be obliged to pay a premium in accordance 
with the cost of warehousing and handling. Moreover, 
some distinction should be made as to who would be 
privileged to draw from such spot-stocks, in order to 
prevent two or three small buyers clubbing together to 
get the minimum quantity even though it were set at a 
fairly high figure. Certainly, the attitude of a consider- 
able number of prominent electrical wholesalers toward 
the carrying of spot-stocks should be considered by all 
manufacturers of electrical products in connection with 
their distribution policies. 
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T this building was erected in a location just out of the 











central business district yet available to customers in all 
parts of the city. Being out of the high rent district it 


was possible to use ample ground floor space. 
over, in this section there is no parking problem. 


More- 
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9 parched roof allows side ventilation 
and has a cooling effect in the summer. 
Lighter stock is kept on the shelves ex- 
tending around the building. 


Sbroten stock is kept in bins. Full 
stock is piled on the left where it is eas- 
ily available for filling bins or orders 
for full boxes. 


Borier are assembled on these large 
trucks which allows several to be filled 
at the same time. 


Dior: boxes are placed on these 
tables. Note that these have a slant- 
ing top. Before the order is completely 
filled the low side of the box faces 
forward. When the order is complete 
the box is turned around high side front. 
This indicates to the truck driver that it 
is ready to be taken away. When the 
order contains bulky objects too large 
for the boxes a tag is tied on, indicat- 
ing the additional items. The driver 
then looks in the space reserved for 
bulky items till he finds a correspond- 
ing tag. 


— inventory is kept, a num- 
ber of items being checked off each 
week. Shelves are numbered as an aid 
in taking inventory and locating stock. 


, re is kept on wooden floored 
stalls so that the threaded ends are 
never bruised. This stock is tied in bun- 
dles to facilitate filling orders or tak- 
ing inventory. 


Single Story Warehouse 


Provides for Quick Service at the 


GLASCO ELECTRIC CO. 


Kansas City, Mo. 
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‘A Program to Sell 


omplete Home Electrification 


A proposed nation-wide, coordinated sales activity for the entire 
electrical industry that would start with the porch lamp, go through 
the whole house and end with adequate garage and yard lighting 


OOPERATION and _ coordi- 

nated advertising and selling in 

American industry are not new. 
We of the electrical industry have 
merely been lagging somewhat in this progressive busi- 
ness procession. Florists, cement manufacturers, orange 
growers, and 30 other industries, saw the light of truth 
many years ago—that the real competitors for business 
were not those of their own industry, but of other in- 
dustries, all fighting for their share of the consumer’s 
dollar. 

That’s exactly what we must do! The electric com- 
pany and the electrical dealer are not in competition 
with each other. They are working toward a common 
end—in competition with furniture dealers, automobile 
salesmen, clothiers, and everyone else who is working 

. yes, fighting for his part of the consumer’s dollar. 

It has been my contention for many years, and I still 
persist in that same viewpoint, that our dealers of elec- 
trical appliances hold as important a position in our 
general plan of building greater load as the merchandise 
departments of our electric companies. 

As long as the merchandising department of the util- 
ity company looks upon the dealer as a competitor, or is 
so considered by the dealer, there can be no common 
ground—no genuine coordination of selling effort. We 
can do a better service job for our customers and a 
more efficient merchandising job for our companies by 
cooperating more effectively with our dealers through 
demonstrations, home service and coordinated selling 
and advertising programs. This is not just theory, for 
past experiences, few as they have been since 1927, 
speak for themselves as to what can be accomplished by 
cooperation and coordinated advertising and _ selling. 
These activities during the past seven years developed 
better dealers and made us better merchants. But this 
spirit of cooperation went beyond that. It induced fur- 
niture stores, musical instrument establishments and 
department stores to take on established lines of high- 
grade electrical merchandise. 

I for one haven’t forgotten our attempt at coordinated 
selling and advertising inaugurated some years ago by 
the NELA Commercial Section. That was an attempt 
to synchronize the entire advertising and sales promo- 
tion of manufacturer, distributor, dealer and_ utility 
company. We had no appropriation to work on, but 
we did have the splendid cooperation of the industry, 


*From an address delivered at the Edison Electric Institute 
Convention, Atlantic City, June 6. 
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By J. E. DAVIDSON 


President, Nebraska Power Co., 
Omaha, Neb. 


and especially the encouragement and 
the stimulation of the manufacturers. 
This resulted in a unified effort to pre- 
sent one appliance each month in a 
planned schedule for the period of a year. 

One fact remains in my mind in regard to that activ- 
ity—the sales record on small heating and motor-driven 
devices, established during the time this program was 
in force, has not been equaled before or since. This 
test of coordinated advertising and selling between the 
dealers, distributors, utilities and manufacturers plainly 
pointed out to me that such organized effort produced 
increased sales. 


With all of this in mind, with all of these cooperative 
activities producing evidence of increased kilowatt-hour 
consumption, and big dividends paid on the investment 
of money, time and energy, isn’t it high time to turn 
again to a nation-wide coordinated sales activity for the 
whole industry, for all dealers, for all manufacturers in 
creating an effective means of increased volume of sales 
of all electrical appliances, thereby building on a more 
tremendous scale than ever before in the history of our 
industry a greater residential kilowatt-hour consump- 
tion? 

The vehicle I suggest for the carrying on of such 
a program is Complete Home Electrification, starting 
with the proper porch lamp, going through the whole 
house and ending with adequate garage and yard 
lighting. 


VERY electrical distributor and dealer would be vi- 
tally interested in such a nation-wide activity because 
Complete Home Electrification, carried out on such a 
broad scale, would build up the unit of sale in major ap- 
pliances, such as electric ranges, refrigerators, water 
heaters, and other kitchen equipment, attic fans, furnace 
blowers and air-conditioning. Not only would all deal- 
ers be interested in such an activity, but so would the 
various trades such as wiring, fixtures, cabinets, 
curtains, furniture, kitchen equipment, and so on. All 
of these can be added easily as our partners in widening 
this great opportunity for kilowatt-hour consumption. 
A Complete Home Electrification activity can be pre- 
sented in such a way that it would be the most colorful 
and dramatic selling opportunity our industry has ever 
enjoyed. It would combine labor-saving, comfort, 
drudgery-removing, health, charm and happiness into 
such a combined force that it could (Turn to page 51) 
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Men You Should Know 


FRED A. WIEBE 


Vice-president and General Manager, 
Brown Supply Co., St. Louis, Mo. 


N September 5, 1884, Fred A. 
C) Wiebe was born at Grand 

Island, Neb. His father, a 
leading merchant, conducted a dry 
goods and general store, and when 
he died, Fred, then 16 years old, de- 
cided to leave school and follow his 
father’s line of business. Striking 
out for Omaha alone, he went to 
work in the stockroom of a similar 
concern. Being large for his age, he 
was put unpacking large cases of 
overalls and duck coats, but the work 
proved too heavy for him and he lost 
out after a few months. 

His next job was that of tinner’s 
helper in a retail hardware store, 
where a so-called promotion soon 
had him driving a truck, blackening 
stoves and installing stove pipe. But 
he was fascinated by the host of arti- 
cles on display and the merchant in- 
stinct, which was born in him, made 
him yearn to be up in the front of 
the place, selling. It was not long 
before he made it, by leaving the 
work he didn’t love to touch at every 
opportunity and puttering around the 
store, arranging stock and picking up 
pointers. This won him a job wait- 
ing on the trade. 

In the meantime, he had _ been 
separated from his mother, who had 
left Grand Island for Lincoln. It 
was her desire that Fred finish his 
schooling, so she sent for him and he 
entered high school to prep for the 
state university. Realizing, how- 
ever, that he was not bringing in any 
income and that the funds and time 
he was using were at his mother’s ex- 
pense, he refused to stay in school 
and secured a job with a wholesale 
firm, the Lincoln Hardware Co. 

Here he got a nice, clean start, 
sweeping floors but, after a year in 
the stock and the retail departments, 
he was asked to make up a catalog 
for himself and go on the road sell- 
ing hardware at wholesale, and this 
when he was not yet 19 years old. 
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®A Born 


For several years he 
made the rounds of the 
trade in southern Ne- 
braska and_ northern 
Kansas. This knock- 
ing about as a traveling 
salesman and the prin- 
ciples of wholesaling he 
picked up helped him 
greatly in his later 
work, especially in the 
handling of salesmen. 

After a while his de- 
sire to settle down 
launched him on an- 
other important selling 
job — several busy 
months of persuading a 
certain young lady in Lincoln to 
marry him. Her sales resistance was 
not personal, but based on the fact 
that her father and two brothers had 
been many years in the field for the 
American Steel and Wire Co., which 
gave her the idea that being wed to a 
traveling man was not far removed 
from widowhood. She finally gave 
in, perhaps because, in the meantime, 
Mr. Wiebe had left his wholesale 
hardware job and signed up with her 
father’s firm. 


RAVELING Nebraska, and then 

Missouri, for the American Steel 
and Wire Co., Wiebe finally landed 
in St. Louis, pushing a new item. It 
seems that his factory had made a 
large quantity of flexible cable, left 
over from the World War, into auto- 
mobile tow-ropes. Deciding to show 
his wares to the executives of Brown 
& Hall, electrical wholesalers, he 
sold them 100 tow-ropes on his first 
and only sales visit. Norman S. 
Brown, president of the company, 
got quite a kick out of this. ‘We 
have never handled any such stuff 
before,” he reasoned, “Either we are 
easy marks or this fellow Wiebe is 
a real salesman.” The second con- 
clusion won, with the result that said 


Merchandiser 


Fred Wiebe would rather sell than eat, 
and you will always find him on that 
part of the firing-line where the battle 
is hottest. 


essentially a dealer's man. While his 


His creed is simple, he is 


main hobby is selling, he also has quite 


a reputation as an amateur gardener 


Wiebe was hired by Brown & Hall 
as manager of their lamp department. 

He didn’t like his new job, how- 
ever, and, at the first opportunity, he 
grabbed a catalog and the company 
had a new supply salesman in place 
of the lost lamp manager. He trav- 
eled Illinois, Iowa, Kansas and Mis- 
souri selling staples for a_ while. 
When radio came, he sold it from 
catalog sheets before the house 
stocked it; he took out the first 
wooden variometers and vario-cou- 
plers, which were made in a St. Louis 
planing-mill. He had a mania for 
griploads of samples those days, 
then carried trunks and used sample- 
rooms in hotels for display and dem- 
onstration. 


ADIO accessories and sets, large 
and small appliances, followed and 
forged to the front in the company’s 
scheme of building a specialty busi- 
ness on leading lines. Mr. Wiebe 
was now thoroughly merchandising- 
(Continued on page 51) 
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General Cable policy—undeviating, un- 
hesitating, and always on open record... 
From the start our management has de- 
clared the purpose of making established electrical 


jobbers the trade source of supply. It is and will con- 


tinue to be General Cable 
BUILDING WIRES and CABLES 


policy...In warehouse fa- 


cilities, stock inventories, 
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traffic control, order handling routine and in flexible 
thinking in emergencies— from every possible angle 
our organization has been schooled to think in terms 
of the utmost in cooperation. What we have done is 


a matter of general knowledge. The record stands. 


GENERAL CABLE CORPORATION 



































The Electric Golf Club 


of Chicago 





Jock Searles, Connecticut Electric Mfg. 
Co.; Frank Dolan, Paranite Wire & Cable 
Co.; Jack Richards, Steel City Electric 
Co.; Joe Jacques, Triangle Sales Co. and 


(sitting) Jesse Jacobson, J. S. Jacob- 
son Co., and E. E. Leasure, Monroe 
Electric Co. 





Bill Coleman, Gen 
eral Electric Co.: 
Nat Harmon, electri- 
cal contractor; Ed. 
Getke, Metropolitan 
Electrical Supply Co., 
and Dick Graver, 
RCA Radiotron Co. 














‘ has been in existence since 1913 and 
now boasts of a membership of 195, 
including wholesalers, manufacturers 
and contractors. Each month from May 
to October a tournament is held on 
some course near Chicago. These pic- 
tures were taken at the Westmoor 
Country Club on June 19. This month 


the club plays the Edgewater course 








Jim Erhardt, Arrow-Hart & Hegeman Elec- 

tric Co.; Jack Sadler, Commonwealth Edison 

Co. and Willis Murphy, Westinghouse Elec- 
tric Supply Co. 


Bill Heaps, Electrical 
turned in low gross; Frank Glassman, J. P. 
Simons & Co.; Joe Fink, Efengee Electrical 
Supply Co.; Ben Cohen, Harrison Whole- 
sale Co.; Fred Eiseman, Revere Electric 
Co.; Nat Brenner, Amber Electrical Supply 
Co., and Ben Hallberg, Trumbull Electric 
Mfg. Co. 


Wholesaling, who 


Pp 





Nat Brenner, Amber 
Electrical Supply 
Co.; Dwight Wor 
rell, Quadrangle 
Mfg. Co., and John 
McHenry, Appleton 
Electric Co. 


Bill Doherty, Doherty-Hafner Co.; C. B. 

Harlow, Benjamin Electric Mfg. Co.; Charles 

Dubsky, Crouse-Hinds Co.; Fred Eiseman, 

Revere Electric Co. and Doug. Scarf, Lamp 
Dept., General Electric Co. 


Joe Rick, Rick & Sellig; A. O. Potts, Middle 
States Electric Co.; Jesse Jacobson, J. S. 
Jacobson Co.; E. W. Getke, Metropolitan 
Electrical Supply Co., and Arthur Wellman, 
Economy Fuse & Mfg. Co. 
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IT STICKS 
IT HOLDS 
IT LASTS 


BULL DOG TAPE HAS “TEETH” 


And it “shows them” as you separate surfaces 
which have adhered. Not to display an ugly 


disposition but to denote its tenacity of purpose 


hold 
and last! 
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Latest Code Developments 





Code Eagles and Labor Posters 
Distributed by NEWA 


At the request of the NRA, the 
NEWA on June 29 registered and dis- 
tributed Code Eagles to all known mem- 
bers of the electrical wholesale trade. 
On July 18, also at the request of NRA 
the Association distributed posters con- 
taining the labor provisions of the Gen- 
eral Wholesaling Code to all known 
members of the trade. 

Any electrical wholesalers, who failed 
to receive either their code eagles or 
labor posters, should notify the Na- 


tional Electrical Wholesalers Asso- 
ciation, 165 Broadway, New York City. 
v 


Hearing Held on RMA Request 
for Separate Code 
A formal hearing was held in Wash- 
ington on July 23 at the request of the 
Radio Manufacturers Association for 
permission to withdraw from the code 
for the electrical manufacturing industry 
in order that they might file the separ- 
ate independent code for the radio man- 
ufacturing industry, drafted at the RMA 
convention in Chicago in June. 


v 


C. D. Wood Violates Code, 
Loses Blue Eagle 

As a result of complaint made to NRA 
by NEMA, as the Code Authority for the 
electrical manufacturing industry, that 
C. D. Wood Electric Co. had violated 
the code in selling to F. W. Woolworth 
Co. below their filed prices, NRA has 
ordered the Wood Company to return 
their Code Blue Eagle. 


F. W. Woolworth Co. have advised 
NEMA that they are no longer pur- 
chasing goods from C. D. Wood Elec- 
tric Co., stating that they understand 
that the latter’s Blue Eagle has been 
removed. 


v 


Code Authority Secretary 
Charged with Negligence 

NRA announced on July 15 that, as a 
result of its investigation of alleged ir- 
regularities, it has called on four Code 
Authorities, including the wholesaling 
and distributing trade, to sever all con- 
nections with M. D. Mossessohn of New 
York City. 

This is the first action of its kind since 
General Johnson emphasized that funds 
collected for Code Administration must 
be regarded as trust funds. 

Mossessohn, who has been serving as 
acting secretary of the wholesaling and 
distributing trades Code Authority, has 
been accused of negligence in handling 
code funds. 


v 


New Ruling Affects Advertising 
of Goods Sold on Instalments 
Retail merchants who advertise or 

offer for sale on the instalment plan 

merchandise, which may be bought at a 

discount for cash, without making it 

clear that there is a difference in the 
costs to the buyer, will be regarded as 
violating the “inaccurate advertising” 
provision of the retail code, according 
to a recent ruling by Division Adminis- 
trator Robert Houston. 

The ruling followed consideration of 
representations that certain merchants 
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Contest Winners Entertained at Nela Park: 





Thirty-seven star salesmen, winners 


in the nation-wide “Going Places and Doing Things” sales campaign recently con- 
cluded by the Incandescent Lamp Department of General Electric, were guests of 
the company in a four-day camp at Nela Park, July 9-12. Among the high-spots 
in the four days of business and recreational activities was a visit to a ball game 
between the Cleveland Indians and New York Yankees, where the winners were 
greeted by Babe Ruth, Sultan of Swat, and Walter Johnson, manager of the Indians, 
who are shown in the front row with Eastern Sales Manager E. E. Potter and 


Western Sales Manager N. H. Boynton. 


have been advertising that no extra 
charge is made when articles are bought 
on the instalment plan and, at the same 
time, selling at a lower price for cash. 

Following is the text of the Adminis- 
tration’s interpretation: 

“It shall be an unfair trade practice 
under Article IX, Section 1 (a) of the 
code for a retailer to advertise or offer 
for sale any merchandise with a state- 
ment or representation that the mer- 
chandise may be purchased on any de- 
ferred payment plan, of whatever na- 
ture, without charge for such deferred 
payment, interest, services, privi- 
lege, or other comparable designation, 
when in fact discounts from quoted or 
marked prices are given on identical 
goods sold for cash and prices for pay- 
ment are quoted, marked, or made avail- 
able for identical merchandise, at the 
time the same is offered for sale.” 


v 


Budget Submitted by Radio 
Wholesalers’ Code Authority 


The Divisional Code Authority for 
the radio wholesaling trade has made 
application to NRA for approval of its 
budget and of the basis of contribution 
by members of the industry toward the 
expense of administering the code. 

The total amount of the budget for 
the period from May 1, 1934, to April 30, 
1935, is $79,994. This total does not 
include $3,000 as set forth in its sched- 
ure for the expense of the fair trade 
practice complaint committee. 

The minimum assessment for the sup- 
port of the Divisional Code Authority 
is $40 per year or $10 per quarter, and 
is for the period from May 1, 1934, to 
April 30, 1935. All assessments are 
based on 1933 volume, subject to adjust- 
ment against actual volume done during 
the period. Adjustments are to be made 
quarterly for the second previous 
quarter. 

The minimum assessment for the sup- 
port of local District Agencies is $25 
and is for the period from May 1, 1934, 
to April 30, 1935. All assessments are 
likewise based on 1933 volume subject 
to adjustment quarterly for the second 
previous quarter based on actual certi- 
fied reports. 

In addition the same code authority 
has submitted an application for the 
termination of the exemption whereby 
members of its trade whose principal 
line of business is embraced in a trade 
or industry subject to a code other than 
the code for the radio wholesaling trade, 
were exempted from obligation to con- 
tribute to the expense of the code admin- 
istration for the trade. 

Members of the trade were given until 
July 30 to file with NRA any criticism 
concerning the budget on the basis of 
contribution. 
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Lighting Fixture Code Limits 
Introduction of New Lines 
The code for the artistic lighting 
equipment manufacturing industry, a 
supplement to the code for the fabri- 
cated metal products manufacturing in- 
dustry, was approved on June 28 and 

became effective on July 9. 


The new code applies to the design 
and manufacture of lighting equipment 
with the exception of cove, flood, indus- 
trial, street and stage lighting equipment 
and portable lamps. 

Manufacturers are prohibited from 
selling below cost and must file their 
specifications, price lists and discounts 
with the Code Authority. 


Illustrations of all new lines which a 
manufacturer contemplates issuing dur- 
ing the ensuing 12 months must be filed 
with the Code Authority between Jan- 
uary 1 and February 15 of each year. 
For the year 1934 this filing date has 
been specified as July 23. The code 
further provides that “additional lines 
or items may be filed and offered for 
sale after the specified filing date upon 
due notice to the Code Authority.” 

Other trade practice provisions re- 
quire that all quotations and contracts 
shall be in writing, charges shall be 
made for special designs or engineering 
layouts and for trial installations. The 
code prohibits consignments, lump sum 
bidding, design piracy, and the return 
of any merchandise after 30 days. 


v 
Portable Lamp and Shade Code 


Receives Approval 

The code for the portable lamp and 
shade industry, a supplement to the code 
for the electrical manufacturing indus- 
try, was approved on June 27 and became 
effective on July 9. 

A portable electric lamp is defined as 
“any device, including an extension cord 
and plug, a socket or sockets for receiv- 
ing an electric incandescent bulb or 
bulbs, and means for supporting said 
socket or sockets; such device being 
complete in itself and capable of stand- 
ing on horizontal surfaces without auxil- 
iary attaching means which would ren- 
der it permanent location.” 

A lamp shade is defined as “any com- 
plete device of any material which can 
be attached to a portable electric lamp, 
or to an electric incandescent bulb as 
part of a portable electric lamp, or to 
an electric fixture and which, when so 
attached will either partially or com- 
pletely surround the electric incandes- 
cent bulb or bulbs; the purpose of such 
device being primarily for shielding the 
light source from the normal field of 
vision and for decoration. (Such a de- 
vice, when intended primarily to redirect 
light into a definite zone, should be de- 





Dominion Company Moves to Mansfield, Ohio: 


hot plates. 


pany was compelled to move to larger quarters. 


The Dominion Electrical Mfg. 
Co., which has been located in Minneapolis since 1921, first manufactured a line of 


Other appliance items were gradually added until, in 1927, the com- 


In 1931, both the Electrahot 


Mfg. Co., Minneapolis, and the Majestic Electric Appliance Co., San Francisco, 
were purchased. The company is now again moving to a larger plant, transfer- 


ring its operations to Mansfield, Ohio. 


It expects to have its new factory, which 


contains 90,000 square feet of floor space, in operation by September 1. 








fined as a ‘reflector’ and is not included 
within the scope of this Code.)” 

The code provides that “no employer 
shall accept an order unless full details 
of all terms of sale as to date, payment, 
quantity, price, delivery arrangements, 
and complete description of the product 
shall be set forth in a written form and 
shall be strictly adhered to in the execu- 
tion of the order.” 

It is also provided that, “no employer 
shall grant any demonstration allowance 
except where the product on which the 
demonstration allowance is made is one 
having such unusual mechanical or other 
special features as to require more ex- 
pert demonstration and explanation than 
that which should reasonably be expect- 
ed of the average sales person in the 
store or department in which the dem- 
onstration is to be made.” 


v 


Wholesaler Definition Proposed 
for Supplements to NEMA Code 


Having in mind the purpose to effect 
better classification in distribution of 
price and discount sheets one of the sec- 
tions of NEMA suggested recently the 
adoption of a definition of “wholesaler” 
or “distributor” to act as a guide for 
all section members. The definition pro- 
posed was as follows: 

“A ‘wholesaler’ or ‘distributor’ shall 
be defined as any individual partnership, 
association, corporation, or other firm, 
or a definitely organized division there- 
of, definitely organized to render and 
rendering a general distribution service, 
which buys and maintains at his or its 
place of business a stock of the lines of 
merchandise which it distributes; and 
which through salesmen, advertising, 
and/or sales promotion devices, sells to 
retailers and/or to institutional, commer- 
cial, and/or industrial users; but which 
does not sell significant amounts to ulti- 
mate consumers.” 





In addition to the above, the definition 
stipulated the minimum stock which 
would be maintained, the items of de- 
livery service and facilities for pick-up 
service: That the wholesaler or distrib- 
utor should maintain a selling organiza- 
tion “trained to promote, specify, and 
quote on commodities, and to properly 
handle matters of service”: That it 
should distribute catalogs showing and 
describing the most essential items in 
common use in the industry: That it 
should not be engaged in manufacturing 
or maintenance business: That it did 
not perform wholesale functions merely 
for the purpose of securing wholesale 
prices for the benefit of allied persons, 
firms or corporations. 

Counsel F. E. Neagle of NEMA states 
that attempt by section members to de- 
termine such a matter between them- 
selves is not legal, and commenting spe- 
cifically on the above proposal he ad- 
vised this section, “The adoption of a 
definition of ‘wholesaler’ or ‘distributor’ 
is disapproved, as unlawful, because it 
restricts competition among the mem- 
bers. Such a provision would be proper 
if included within a supplemental code.” 


In other words, supplemental codes 
properly drawn and harmonizing with 
the basic electrical manufacturing code 
provide the means by which manufac- 
turers can establish trade definitions 
and practices for the common good 
which as individual members they can- 
not do legally. 


v 


Washing Machine Code 
Amended 


Amendments to the Code for the 
washing and ironing machine manufac- 
turing industry have been approved 
which clarify the sections pertaining to 
“Sales Below Cost” and “Inaccurate 
Advertising.” 
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General Hammond to Super- 


vise Radio Wholesaling Code 


His first official act is to sustain, 


over radio manufacturer's 


protest, explanations of the "Protection to Dealers" section 
of the Code, as issued by the Divisional Code Authority 


ENERAL Thomas S. Hammond, 

president of the Whiting Corp., 
Chicago, has been appointed to repre- 
sent the Federal Administration on the 
Divisional Code Authority for the radio 
wholesaling trade. The appointment 
became effective July 23. General 
Hammond took an active part in the 
direction of the President’s re-employ- 
ment plan and has also served as chief 
of the Trade Association Section of 
NRA. As the Administration member of 
this Code Authority General Hammond 
has no vote, but he does have the power 
to veto or sustain any decision of the 
Code Authority. 

His first official act was to sustain the 
ruling of the Code Authority to the 
effect that a distributor could not, under 
the code, classify his dealers for the 
purpose of extending preferred dis- 
counts or preferred net prices. This 
ruling was vigorously protested by a 
prominent radio manufacturer at a 
hearing held by General Hammond in 
Chicago on July 25. 

The following explanations of sev- 
eral sections of the radio wholesaling 
code were issued to local District Agen- 
cies by the Divisional Code Authority 
on July 19, after having been officially 
approved by NRA. 


Code Applies to Manufacturers Who 
ell Direct to Dealers 
Question: Does the radio wholesal- 
ing supplement to the general whole- 
saling code govern the sales made by 
manufacturers and primary sellers to 
retailers of radio apparatus, selling di- 

rect to the ultimate consumer ? 
Answer: The definition of a ‘“whole- 
saler or distributor” as defined in Ar- 
ticle II, Section (b) of the supplemental 
code of fair competition for the radio 
wholesaling trade applies to manufac- 
turers and primary sellers or to subsid- 
iaries or definitely organized divisions 
thereof when such manufacturers or 
primary sellers or their subsidiaries or 
definitely organized divisions thereof 
are definitely organized to render and 
rendering a general wholesale distribu- 
tion service and maintaining and oper- 
ating a wholesale warehouse service and 
who are engaged in the business of sell- 
ing radio apparatus through salesmen, 
advertising and/or sales promotion de- 


vices at wholesale principally to dealers 
for resale to ultimate consumers, but 
who do not sell in significant amounts 
to ultimate consumers. 

A general “wholesale distribution 
service” and/or “a wholesale warehouse 
service” for the sale of “radio appar- 
atus” to “retailers of radio apparatus 
selling direct to the ultimate consumer” 
may be conducted from one or more 
points throughout the country. The said 
points may be a manufacturer’s plant 
or at his owned or controlled or rented 
warehouses or distribution points. 


Differentials Must Be Set Up on Con- 
signments to Dealers 

QueEsTIon: Does Section 2, Article 
IV, radio wholesaling supplement to the 
general wholesaling code imply that 
when a distributor sells on consignment 
to some dealers and on open account 
terms to other dealers that he is dis- 
criminating against such open account 
dealers, if his sales price on consign- 
ment does not make due accounting for 
the value of this extra service given? 

ANSWER: Consignment is a_ special 
service and a concession and should be 
charged for at a fair differential com- 
mensurate with the distributor’s invest- 
ment, risk incurred, and for the use, 
abuse, obsolescence, insurance, and 
other costs incurred in the handling of 
such transactions. 

CoMMENT: It is recommended that 
this differential to cover the added costs 
and services involved in consignment 
should be at least 15 per cent of the 
manufacturer’s suggested and/or ad- 
vertised retail list prices added to the 
highest invoice price at which the mem- 
ber of the trade sells to any dealer on 
open account. 


Quantity Discount Provisions of 'Pro- 
tection to Dealers’ Section 

QuesTION 1: Is a distributer permit- 
ted to classify his dealers for the pur- 
pose of extending preferred discounts 
or preferred net prices? 

ANSWER: No. 

QuEsTION 2: May a distributor grant 
preferred discounts or net prices to a 
dealer in anticipation of his earning a 
quantity discount? 

ANSWER: No, because such anticipa- 
tion would be a classification which is 
prohibited under the code. 





Pushing Appliances Exclusively Now: 
Counting heads of the sales staff of 
Maurer Greusel Co., Milwaukee, present 
for a picture we have, left to right; 
Newton D. Weinberg, W. B. Jones, F. 
W. Greusel, H. J. Gebler, V. H. Maur- 
er, H. M. Northrup and M. J. McCuen. 





QueEsTIon 3: May quantity discounts 
be set up on a per shipment basis or on 
cumulative purchases over a period of 
time? 

ANSWER: Yes. 

CoMMENT: Quantity discounts may be 
set up based upon the number of items 
per invoice. It is however recommended 
that due to seasonal variation in demand 
and the confusion which will arise due 
to the necessity for frequent changing 
of such quantities per invoice, that this 
method be not adopted. 

Quantity discounts should rather be 
established based upon cumulative dollar 
volume over a period of time. All 
dealers would thus have their initial 
purchases billed at basic discounts or 
net prices. Quantity discounts estab- 
lished over periods of time would be 
based upon sliding percentages, payable 
retroactively as earned, and in such 
steps in volume and such percentage in- 
crements in discount as may be appli- 
cable to each distributor’s operations. 

Question 4: If quantity discounts 
are granted, based upon purchases over 
periods of time, what should such 
periods be? 

ANSWER: It is recommended that 
quantity discounts be based upon annual 
purchases although periods may be set 
up. 

Question 5: If quantity discounts 
over a period of time are adopted, what 
is the shortest period over which such 
quantity discounts may be set up? 

ANswER: This is optional with each 
distributor. 

CoMMENT: It is recommended that in 
order to avoid confusion, periods of less 
than one calendar month should be 
avoided. 

Question 6: If a quantity discount 
over a period of time be granted, may 
this period be retroactive from the time 
of its establishment ? 

ANSWER: It may be retroactive, but 
not to a date prior to the effective date 
of the code. 
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Perrine DEVICES [ram 


@ In originating and developing the P&S- 
Despard Line of interchangeable wiring devices— 
Pass & Seymour has pioneered one of the greatest 
advancements in the history of the wiring device 
industry. 








@ Ever alert to the needs of users, and closely 
co-operating with our distributors to better serve 
them on their varying requirements we are now 
releasing to the trade the following New P&S 
Wiring Devices: 
Surface Tumbler Switches with 
bakelite covers—in both Six and Ten 
Ampere types. 


A line of ceiling pull switches 
including 3 circuit types for controlling 
3 light lamps. 


Range receptacles—both surface 
and flush types—with all the necessary 
accessories for installation including 
armored and all rubber cord sets. 


° Multi-gang bakelite wall plates 
with P&S-Despard face design. 


@ Write for descriptive data sheet giving full 
information on these new devices. 


; PASS & SEYMOUR, INC. 
Solvay Station ‘ SYRACUSE, N. Y. 
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The Electric Club of Detroit. 


A cooperative organization that is neither subsidized nor 
dominated by the local utility, but which seeks improved 
relations between all groups of the electrical industry 


By LEO H. FRANCE 


District Manager, Appleton Electric Co. 
Detroit, Mich. 


URING the first part of 1933 busi- 

ness in general, all over the country, 
was at the lowest ebb since 1921. It was 
at this period, in February of last year, 
when the idea of the Electric Club of 
Detroit was first conceived. Price cut- 
ting, chiseling, and unfair trade prac- 
tices, were not the unusual but the gen- 
eral thing. The men in the electrical 
industry of Detroit realized that some- 
thing had to be done in order to put their 
business on a higher plane enabling man- 
ufacturers, wholesalers, and contractor- 
dealers to make a fair profit or face com- 
plete ruin. 


When meeting with fellow men, for 
the exchange of ideas, we often find the 
thoughts of our neighbor running in the 
same channel as ours. The Electric Club 
of Detroit had its inception at such a 
meeting. Six members, of different 
branches of the electrical industry, met 
one day to discuss various questions of 
interest. One of them expressed the need 
for a local electric club. Everyone at that 
meeting was highly in favor of the idea 
and the six men present became the 
nucleus of the Electric Club of Detroit 
and today are its charter members. 

After only one year of existence the 
Club has a roster of 155 members with 
a secretary-manager running its business 
affairs. Its membership is composed of 
manufacturers, wholesalers, contractors, 
dealers, public utilities, electrical engi- 
neers, and the local electrical inspection 


department. In order to have equal rep- 
resentation on the Board of Directers, 
this board comprises two manufacturers, 
two wholesalers, two contractors, and 
one representative of the utilities. 

Before an application for membership 
is presented to the Board of Directors 
for their approval and acceptance, the 
applicant is obliged to sign the following 
“Code of Ethics” to which he must agree 
and abide by: 

“We members of the Electric Club of 
Detroit, recognizing our responsibilities 
and obligations to the public welfare, and 
to maintain honorable, fair and friendly 
relations among men, do pledge our- 
selves: 

1. To compete always with fairness 
and honesty, seeking patronage on merit 
and service; to refrain from false, de- 
rogatory reference, written or oral or 
printed to competitors or their products ; 
and from the circulation of harmful 
rumors regarding such competitor’s 
products or their personal or financial 
reputation; to strive, by sincere and in- 
telligent cooperation with our competi- 
tors, in all lawful ways to increase the 
efficiency and service to the public as a 
whole. 

2. To be guided by a spirit of justice, 
honor and fairness, in all our relations 
with members of allied groups, realizing 
that the standard of ethics maintained in 
our industry must vitally affect the stand- 
ard observed in associated industries. 

3. To avoid, and actively strive to pre- 
vent, all forms of commercial bribery 
or corruption by members of this Club 
and the industry in general. 











They Keep Things Humming: Douglas Penney; Paul Stedman; Lyle Fife, presi- 
dent; Ross Fife, and Joe Nelson, purchasing agent, form an important part of the 
live organization of the Fife Electric Supply Co., Detroit, Mich.. 


4. To recognize the right of em- 
ployees to use all honorable and reason- 
able effort to better their conditions, but 
to refrain’ from directly or indirectly 
soliciting or bidding for the services of 
the employees of another member. 

5. To adhere faithfully to the rules of 
conduct herein set forth and to inspire 
our fellow members to do likewise, be- 
lieving that the Golden Rule is the only 
safe guide of conduct in the relations 
among men.” 

Wholesalers, manufacturers, and con- 
tractors have their own separate, self- 
governing organization with their own 
Relations or Grievance Committee. It 
is their duty to handle all matters of con- 
troversy, or complaint, within or between 
the respective groups. A question per- 
taining to, or of interest to, the electrical 
industry as a whole is referred to the 
Board of Directors of the Club for con- 
sideration. The detail work is done by 
special committees. At this time, for in- 
stance, our legislative committee is put- 
ting forth great efforts in order to bring 
about unified electrical code rules for the 
entire state of Michigan as well as fair 
and intelligent license laws. We are co- 
operating with the National Identified 
Cord Movement and are actively support- 
ing, or working against, city and state 
legislation affecting the electrical indus- 
try and the interest of the public as a 
whole. We are enjoying the best of co- 
operation from our local electrical in- 
spection department, which is of great 
importance to the electrical contractors. 
The inspection department also cooper- 
ates with the wholesalers insofar as giv- 
ing them proper notice and ample time 
to dispose of stocks of any item carried 
by the wholesaler but for some specific 
reason condemned by the inspection de- 
partment. This eliminates loss and incon- 
venience to the wholesaler as well as to 
the manufacturer. 

In a large city such as Detroit con- 
troversies between the public utilities and 
the electrical wholesalers, manufac- 
turers, or contractors are bound to come 
up from time to time. The utilities quite 
frequently adopted policies which unin- 
tentionally interfered with the natural 
and proper functions of the wholesalers 
or other groups. Up to about a year ago 
it was rather difficult for us to advan- 
tageously discuss such policies with them 
because the committee delegated for the 
discussion would not be representative 
of the electrical industry as a whole. All 
of this has been changed since the incep- 
tion of the Electric Club. At no time 
have the various electrical groups en- 
joyed such fine cooperation on the part 
of the utilities as they do now. 

The Electric Club of Detroit is on a 
solid foundation with a most enthusiastic 
membership and is proud of its achieve- 
ments in promoting cooperation and good 


» fellowship among its members. 














August, 1934 ELECTRICAL WHOLESALING 


RE-DISCOVER | 


lhe Forgotten Frofit 


on forgosten /tems 


in markets 

unsaturated, Gy 
unexplored by 7 
es \ é 

compéftition , 



















ognized as the most 
complete Line of Wiring 
Devices... Complete not 
only in staple items, but in de- 
vices specially designed for specific 
markets and uses. 

Pictured here are a few specialized num- 
bers—to remind you that they, and a number 
of others, are waiting to be sold on a surely 

profitable basis, due to their non-competitive charac- 

ter... A check of each number will suggest to your 

customers the fields for profitable installations. Samples 
sent gladly for your use in developing sales. 


| ARROW ELECTRIC DIVISION 


THE ARROW-HART & ~LEG’ bande CO. HARTFORD, CONN. 
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IS EXPERIENCE 


YOU, TOO, SHOULD LEARN MORE ABOUT 
ELECTRUNITE STEELTUBES 


ELECTRICALLY 


@ More than 100,000 feet of 
ELECTRUNITE STEELTUBES was 
used in the electrical conduit system 
of the magnificent Ford Building at 
Chicago’s Century of Progress, designed 
by Albert Kahn, Inc., Architects, Detroit. 

Its use in a building of such impor- 
tance is a fine tribute to this modern 
threadless rigid conduit. And the experi- 
ence of J. Livingston & Company, Contrac- 
tors, bears out every claim ever made for 
ELECTRUNITE STEELTUBES—the ease 
with which it can be installed, because it 
cuts and bends easily and requires no thread- 
ing—its adaptability to all types of construc- 
tion—the facility with which journeymen 
become adept at installing it. 

_ You, too, should take advantage of the 
many time and money saving features that 
ELECTRUNITE STEELTUBES can offer 
you—a rigid electrical metallic tubing—light 
in weight, yet affording ample mechanical 


Electrical Division 


STEEL AND TUBES, INC. 


WORLD'S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


CLEVELAND = + * OHIO 





WELDED - 








A UNIT OF REPUBLIC STEEL CORPORATION 


& 


- —_ 


and electrical protection—knurled 
inside surface that cuts down cable 
friction as much as 30%—adapted 
to any connection by three simple 
fittings—and carrying broad Code and 
Government approval. 

The widely-increasing demand for 
ELECTRUNITE STEELTUBES makes it a 
fast-moving line for the far-sighted electri- 
cal supply house. Write for information. 
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Trends in Distribution 


Digests of selected articles appearing in recent issues of business and 
trade publications which reflect distribution trends in various fields 





The National Housing Act— 
An Electrical Sales Opportunity 

Electrical manufacturers’ salesmen 
have something new to think about and 
talk about: Three billion two hundred 
million dollars, it is estimated, is the 
sum in Federal cash and private credit 
placed at the disposal of the home build- 
ing industry by the Government through 
the National Housing Act. 

Contractors, builders, dealers, archi- 
tects, manufacturers, building mechan- 
ics and home owners will all profit 
through the expenditure of this loan 
fund. 

This money will finance definite pro- 
posals based on definite jobs needed and 
authorized by home owners or home 
seekers and detailed and agreed to be- 
tween the individual owner and a rep- 
utable contractor. This low-cost, long- 
term money which will inaugurate im- 
provements and new home building 
gives many electrical manufacturers’ 
salesmen something stimulating to think 
about and talk about. 

It will take several weeks for the 
Housing Administration to organize its 
authorized agencies under the Act. 
While this is being done electrical man- 
ufacturers’ salesmen may well afford 
to get behind the whole program in 
their conversations with distributors 
and supply houses, architects and con- 
tractors. There is a lot of electrical 
manufacturers’ literature, too, which 
will stand revising and remodeling to 
distinctly key it to this situation. In 
other words, don’t wait for customers 
to buy—go out and sell them. 

If, in the light of past experience, we 
can judge the time element approxi- 
mately, the next month could well be 
devoted to studying and laying out each 
firm’s individual sales program and 
campaign. The following month could 
be devoted to intensively selling it to 
the trade. In the meantime the Govern- 
ment’s local agencies will become or- 
ganized and functioning. Unquestion- 
ably in the political campaign this Fall 
considerable stress will be laid on what 
the National Housing Act means to the 
American man and the American fam- 
ily. The effect of this will be to help 
sell the idea to the public. Meanwhile 
the local “drives” stimulated by car- 
penters, builders, contractors and archi- 
tects will have gained momentum. 


Prominent members of NEMA be- 
lieve that the National Housing Act 
offers the electrical manufacturing in- 
dustry an opportunity to help get itself 
and the durable goods industry back to- 
ward normal demand—just by applying 
good old common sense, business acu- 
men and foresight to capitalize oppor- 
tunity. — From NEMA’s “Notes and 
Data” for July 12. 


Vv 
More Items per Order 


Better results in increasing their vol- 
ume of sales may be secured by con- 
fectionery wholesalers through expend- 
ing more effort in selling a larger 
number of items from their line to each 
customer, than by trying to sell each 
item in larger quantities, it is indicated 
by results of a study of the operations 
of five selected confectionery whole- 
salers just published by the U. S. De- 
partment of Commerce. 

This report, based on a case study of 
five confectionery wholesalers in Cin- 





WHOLESALE OONFECTIONER'S OPERATIONS# 
Operations of a Service Wholesale Confectioner 








Customers 


whose p 
amounted in 15 weeks to: Percent of Total Number of: 


Under $30.00 


$30.00 to $50.00 


$50.00 to $100.00 


Over $100.00 


res presented in "Wholesale 
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cinnati, Ohio, shows that while small 
orders were the usual practice among 
most of the customers served, the unit 
sale of each item on the order blank 
varied little between customers who 
gave the wholesaler a large annual vol- 
ume and those whose trade was small. 
However, customers who purchased a 
comparatively large volume were found 
to buy more items per order than did 
customers who purchased a low volume 





for the period. This seems to indicate, 
it is pointed out, that since the retailers 
in attempting to increase turnover by 
purchasing in small lots want to buy a 
small amount.each time of any one 
item, best opportunities for increasing 
the total volume on the part of the 
wholesaler lie in selling a large number 
of items to each customer.—From Do- 
mestic Commerce for June 20. 


. 
Cashing-In On the Code 


An automobile dealer said July 1, 
1934: “In the first six months of this 
year, under the code, I got back all the 
money I lost during the depression !” 

He didn’t say the code, alone, did it. 
He did say that the code made it pos- 
sible for him to plan and execute an 
aggressive new car, used car and main- 
tenance merchandising program—a pro- 
gram that earned him a greater net 
profit per new vehicle sold than at any 
time since he had been in business. 

But—he didn’t sit and wait for the 
code to put his competitors out of busi- 
ness, or in jail, or something. 

He didn’t waste precious days and 
weeks demanding that “blood” be 
spilled. 

He knew there always will be some 
“chiselers” — some violators of every 
law ever written. 

He saw the advantages of the code— 
and forgot its shortcomings. 

He didn’t expect the impossible—so 
he wasn’t disappointed. 

Maybe there are thousands of other 
dealers just like him—and they don’t 
make as much noise as the other fel- 
lows. 

Let’s hope so!—Leon F. BANIGAN in 
Automobile Trade Journal for July. 


v 


A Principle of Economic - 
Freedom 


Perhaps we shall find our way not 
through militaristic regimentation and 
coercive police controls. Perhaps we 
shall have officially recognized research 
with responsible and responsive eco- 
nomic and social groups voluntarily ap- 
plying it to their several needs, under 
a general law but not under bureau- 
cratic administration. Such a general 
law would prohibit and penalize un- 
social or uneconomic practices and 
would make the industrial groups them- 
selves responsible complainants against 
marauders and adventurers in industry 
who are enemies of the common good. 
That strikes me as the principle by 
which to guard both our political and 
economic freedom. It is especially 
suited to a great democracy experienced 
in self-government.—From an address 
by Owen D. Youne, delivered at the 
University of Nebraska June 4. 
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Bryant Electric Co. 
General Electric Co. 
Ideal Commutator Dresser Co. 


Weiss & Biheller, Inc. 


Wiremold Co. 


Trade Name 


“Bryant” 
“i= 
“Ideal” and 


“Excel” 


“Simplex”? and 


“Conex”’ 


“Wiremold” 
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Trade Associations 





Hawks Resigns from EEWA, 
Re-enters Agency Field 
Robert L. Simon, president of the 
Eastern Electrical Wholesalers Asso- 
ciation, has announced the resignation 
of Julian A. Hawks as managing direc- 
tor of the Association, effective tly 31. 





J. A. Hawks 


Mr. Hawks leaves the EEWA to re-enter 
the agency business in partnership with 
Malcolm W. Heron who, for 24 years, 
was connected with the National Elec- 
tric Products Corp. The new Hawks, 
Heron Electric Sales Co. is already rep- 
resenting Steel & Tubes, Inc., the Fretz 
Moon Tube Co., and the Plymouth Rub- 
ber Co. in New York State, New Jersey 
and Connecticut. It is planned to add, 
shortly, other lines that are sold through 
wholesalers. Offices have been estab- 
lished at 30 Rockefeller Plaza, New York 
City. 

Mr. Hawks has served as managing 
director of the EEWA since 1931. His 
first connection in the electrical field 





G. V. Weir 


was with the National Metal Molding 
Co. In 1920 he became general man- 
ager of the Monroe Lamp & Equip- 


ment Corp. and in 1924 entered the 
manufacturers’ agency field as a sales- 
man for Kearton and Nagle. The fol- 
lowing year Hawks established his own 
agency, representing M. B. Austin and 
the Garland Mfg. Co. 

G. V. Weir, for many years a manu- 
facturers’ agent in New York City, 
and recently sales manager of the Circle 
F Mfg. Co., succeeds Hawks as manag- 
ing director of the EEWA. 


v 


Scranton Wholesalers Organize 
The Electrical Wholesalers Associa- 
tion of Northeastern Pennsylvania, for- 
merly known as the Fair Trade Practice 
Club, embraces the territory covered by 
the following counties in Pennsylvania: 
Lackawanna, Luzerne, Columbia, Wyo- 
ming, Wayne, Susquehanna and Pike. 

G. F. Smith, vice-president and gen- 
eral manager of the Penn Electric Engi- 
neering Co. of Scranton is chairman and 
E. H. Reif, manager of the electrical sup- 
ply and radio department of the Charles 
B. Scott Co., also of Scranton, is secre- 
tary-treasurer. 

Electrical supply wholesalers who are 
members of this organization include: 
the Charles B. Scott Co., Penn Electric 
Engineering Co.,’General Electric Sup- 
ply Corp., Scranton Electric Construc- 
tion Co., Scranton Electric Supply Co., 
and Bell Electric Co.) all located in 
Scranton, also Tomberg Electric Supply 
Co. and Raub Supply Co., of Wilkes- 
Barre, E. R. Beers Electric Co., Blooms- 
burg, and Jere Woodring & Co., Hazle- 
ton. 

The Association, which meets quar- 
terly, has already been successful in elim- 
inating many unfair trade practices. 


Vv 
Annual Outing of CEWA 


The annual golf tournament and out- 
ing of the Chicago Electrical Whole- 
salers Association was held at the Elm- 
hurst Country Club on July 26. August 
Kubec was chairman of the golf com- 
mittee. A further account of the outing 
will appear in ELEctRIcAL WHOLESAL- 
ING for September. 


v 


NEWA Committee Meets with 
Switch Manufacturers 

The Inside Construction Materials 

Committee of NEWA met with the rep- 

resentatives of the switch manufacturers 

on June 8 at NEMA headquarters in 


New York City. The manufacturers 
were represented by L. W. Mercer, 
chairman; L. L. Brastow; Dwight 
Phelps and C. Kuhlman. Representing 
the wholesalers were R. Beller; K. S. 
Gorke; H. D. Roseth and H. C. Calahan. 

Mr. Mercer stated that the purpose of 
the meeting was to obtain an expression 
from the wholesaling branch of the in- 
dustry on the reaction to the manufac- 
turers’ present policy covering standard 
switches, including meter service switch- 
es and metering devices. 

Mr. Beller indicated definitely that the 
wholesalers considered it fair and most 
desirable that manufacturers announce a 
resale schedule that would show whole- 
salers a gross margin of not less than 
20 per cent to cover necessary cost of 
service and a reasonable profit. 

A resale schedule, which met with the 
approval of the wholesalers, was adopted 
for presentation to the switch manu- 
facturers. 

The manufacturers’ committee strong- 
ly recommend that the differentials set 
up for the contractor-dealer be main- 
tained by the wholesalers in the belief 
that the contractor is justly entitled to 
this protection. 


v 


E. R. Meller Elected President of 
Electrical Credit Associaton 
Officers elected at the 36th Annual 

Convention of the National Electrical 

Credit Association, held in Chicago on 

July 19 and 20, were Earl R. Meller, 

Newark, president; Fred R. Eiseman, 

Chicago, vice-president; Arthur F. 

Hearl, Chicago, secretary-treasurer, and 

Frederic P. Vose, Chicago, council. 
Corporate reorganization under the 

Bankruptcy Act was explained by Ed- 

ward Sonnenchein, a prominent Chicago 

lawyer. Present trends were discussed 
by John Schmitbauer, Westinghouse 

Electric Supply Co., Charles B. Mason, 

Jr., Chicago Talking Machine Co., and 

H. D. Sanborn, General Electric Co. 

A recent survey on sales terms was re- 
ported by C. F. W. Alvin, Benjamin 
Electric Mfg. Co. Tabulation of returns 
from 121 manufacturers revealed 32 dif- 
ferent terms, while 72 wholesalers re- 
ported 19 different terms. 


v 


Philadelphia Electrical Exhibit 
October 8 to 13 


The Electrical Association of Phila- 
delphia, sponsors of the Seventh Annual 
Philadelphia Electric and Radio Show, 
announce that more than 70 per cent 
of the 220 exhibit spaces in the huge 
Philadelphia Municipal Auditorium 
have already been sold. This year’s ex- 
hibition will be held from October 8 
to 13 inclusive. 
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Now, in addition to the many time-tested and 
gs exclusive features of Hamilton Beach food mixers 

—including one-hand portable operation; bowl 
control; tilt-back motor; one-piece, guarded beaters; 
patented speed control—the new Model “C” has *57% 
more power than any previous model . . . no radio inter- 
ference ...and new distinctive streamline beauty. 


Each of these major improvements gives you and your 
dealers another strong selling feature. They make the 
new Model “C” food mixer an outstanding value for 
consumers—and the easiest and most profitable for 
wholesaler and retailer to sell. 


The same attachments—juice extractor, meat grinder, 
slicer-shredder, coffee grinder and potato peeler—that 
were sold with the Model “B” fit the new Model “C”. 
There has been no increase in the price of the new Model 
“C”—it retails for $18.75 (western price $19.75). It 


new 
~ HAMILTON 


\ 


_ BEACH 
MODEL C™ 


no RADIO 
INTERFERENC 


no 
INCREASE 
In PRICE 
18.28 


WESTERN PRICE 
$1975 





carries the same liberal discounts as previous models— 
no “short changing” the trade. 


@ NATIONAL ADVERTISING 


This fall more than 6,000,000 sales messages, in leading maga- 
zines reaching the home market, will tell the story of the new 
Model “C”. 

Hundreds of thousands of women from every state in the Union 
are receiving a demonstration at our exhibit at the 1934 Century 
of Progress. All are referred to dealers. We take no orders. 
40,000 dealers are reached monthly through Hamilton Beach 
trade paper advertising and promotional literature. 


@ 100% WHOLESALER-RETAILER POLICY 


The new Model “C” is distributed on our 100% wholesaler- 
retailer policy. No sales through mail order jobbers featuring 
dealer’s prices in catalogs. We want you and your dealers to 
make and keep your full margin on every sale. This clean-cut 
policy protects your profit. 


HAMILTON BEACH MANUFACTURING CO., Racine, Wisconsin 
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Wholesaler 


Acctivities 





Camp Merchandise to Be Held 
August 13-16 at Bridgeport 


About 500 merchandise distributors 
and salesmen are expected to attend Gen- 
eral Electric’s “Camp Merchandise,” 
which will be held August 13-16 at 
Bridgeport. Gerard Swope, presi- 
dent of the General Electric Co., will 
be the principal speaker. Other speak- 
ers will include prominent members of 
national merchandising circles. 


v 


Wesco's New Haven Branch 

Now Reports to Springfield 

Effective July 1, the Springfield, 
Mass., territory of the Wetmore-Savage 
Electric Supply Co. was absorbed by 
the Westinghouse Electric Supply .Co. 
The Springfield and New Haven terri- 
tories have been merged and will be 
under the management of J. Edward 
Hall, whose headquarters remain in 
Springfield. F. L. Ferguson, manager 
at New Haven, now reports to Mr. Hall. 
Both houses remain in the New England 
district; which is under the direction of 
V. C. Bruce Wetmore. 


Vv 
Spurriers Opens Wichita Branch 


The opening of a branch office at 815 
E. Second St., Wichita, Kan., has been 
announced by Spurriers, Inc., electrical 
appliance distributors with main offices 
in Oklahoma City. 

Offices and warehouses are located in 
the same building, facilitating the han- 
dling of orders received from the 16 
Kansas counties served by the branch 
organization. A complete Leonard dis- 
play is also maintained. 

Warren B. Ryder, former head of the 


order department in Oklahoma City, is 
in charge of the new branch. Service 
is being handled by L. M. Lovern. G. E. 
Marshall, the firm’s Kansas representa- 
tive, is now making his headquarters at 
the Wichita house. 


v 


General Electric Supply Opens 
Branch in Fort Worth 


A branch house has been opened at 
409 Jones St., Forth Worth, Tex., by the 
General Electric Supply Corp. R. R. 
Morgan is branch manager and O. C. 
Tate is branch operating manager. The 
new house will report to district head- 
quarters in Dallas. The Jacksonville 
branch has moved from 700 E. Union St. 
to 530 E. Forsyth St. 


v 


New Wholesaler in Fort Worth 


The Crouch Electric Supply Co. has 
opened for business at 1005 Main St., 
Fort Worth, Tex. Officers of the new 
firm are A. C. Lowry, president and 
treasurer; E. H. Goldthwait, vice-presi- 
dent; E. T. Ejitelman, secretary, and 
H. F. Lane, general manager. The new 
firm is conducting a strictly wholesale 
business and occupies 5,000 square feet 
of warehouse space. The outside 
salesmen are covering the Fort Worth 
and West Texas territory. 


v 


Brown-Johnston Active 
The Brown-Johnston Co., Norge dis- 
tributors in Spokane, marked its entry 
into the oil burner field with another 
Norge dealer meeting on July 11. Re- 
frigerator sales are running 300 per cent 
over a year ago. The company has taken 





They Seem to Like Photographers: This smiling group at the Belasco Electric 
Supply Co., Chicago, consists of Ben Kaplan, Irving Kaplan, Miss Myrtle Salomon 


and Samuel Kaplan. 


Our reporter discovered that this store is considerably larger 


than would appear from a glance at the entrance, consisting of three floors 25 by 


155 feet. 


on the distribution of Zenith radios for 
eastern Washington, northern Idaho and 
the state of Montana. Additional ware- 
house space has been secured to permit 
increased carload purchases of refriger- 
ators and washing machines. 

New department heads are G. Roy 
Lamphere, radio; Mel E. Runner, com- 
mercial refrigeration and air condition- 
ing and John Boothe, advertising and 
office manager. 

v 


New Wholesaler in Mississippi 
Valley J. Balling and C. H. Johnson 
have organized the Balling Electric Co., 
428 W. Capitol St., Jackson, Miss. The 
new concern, which is conducting a 
strictly wholesale business, is traveling 
a radius of 75 miles arotind Jackson. 
Lines handled include Pass & Sey- 
mour wiring devices, Cutler Hammer 
switches and Wheeler reflectors. 


Dallas Electric Supply Moves 

The Dallas Electric Supply Co. has re- 
cently moved from 705 S. Ervay St. to 
2015 Young St. The new location pro- 
vides 6000 sq. ft. of floor space and per- 
mits of a larger display room. This 
wholesaler reports that sales are unusu- 
ally good in the small town and rural 


areas. 
v 


New Neon Sign and Accessory 
Wholesaler in Philadelphia 


Catering to the electric sign trade, the 
Neon Electric Supply Co. has opened an 
exclusive wholesale supply house at 130 
N. Fourth St., Philadelphia. The new 
firm will carry an extensive stock of 
Neon accessories and other items used 
extensively in the sign industry. 


v 


Sutton Electric Supply Expands 

The Sutton Electric Supply Co., 
Wichita, Kan., has increased its terri- 
tory by addition of 27 counties in Kan- 
sas and three in Oklahoma. A display 
room for appliances has been added and 
a new salesman, Mr. Erskine, is travel- 
ing southwestern Kansas and northern 


Oklahoma. 
vV 


Federal Reserve Report 


Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of May: 


May 1934 with 


May 
1933 


+64.8 
+51. 
+57.5 
+75. 
+27.5 


Federal Reserve 
District 

Chicago 

Philadelphia 

San Francisco .. 

St. Louis 

Atlanta 
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ELECTRICAL EQUIPMENT 


SQUARE J) COMPANY 


SWITCH AND PANEL DIVISION 
DETROIT, MICHIGAN, U.S.A 





Industrial Safe 


The 100 ampere and 200 ampere sizes of for easy wiring. These larger switches are 
the “50,000 Series” Square D industrial built with a unit construction. The entire 
switch mechanism is removable from the 


safety switches are now on the market. 


cabinet. 


Look at these special features—front oper- 


ation—drop forged handle—quick make Ask the Square D man to show you these 
and quick break—double break contacts new switches. You'll find their attractive 
—Square D positive pressure fuse clips— | appearance as far ahead of the field as their 
a very compact switch with ample room _ outstanding mechanical developments. 
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Manufacturers’ News 








G. C. Barry Now Sales Manager 
of Arrow-Hart & Hegeman 
Grosvenor C. Barry has recently been 

appointed general sales manager of the 

Arrow-Hart & Hegeman Electric Co., 

Hartford, Conn., filling the vacancy 

caused by the death of Harvey C. Pond. 
For the past six years, Mr. Barry has 

been connected with Arrow-Hart & 

Hegeman as export and industrial sales 

manager, later being appointed assistant 

general sales manager. 





Grosvenor C. Barry 


Mr. Barry, or “Bunny” as he is known 
intimately to his friends in the electrical 
trade, began his business career in 1912 
with the Western Electric Co. in the 
wholesale division. From 1914 to 1918 
he was associated with the Hart Manu- 
facturing Co. and left for overseas serv- 
ice during the world war. 

He afterwards engaged in the export 
and manufacturers agency business in 
New York for several years on his own 
account, but returned to the electrical 
manufacturing business. 

When the American Brown Boveri 
Co. was organized in 1926, he joined the 
firm as assistant vice-president, but re- 
signed in 1928 to become associated with 
the Arrow-Hart & Hegeman Electric 
Co. 


Vv 


New Appointments Announced 
by Edison G-E Appliance 


In order to bring about closer contact 
between the West Coast territories and 
the home office of the Edison General 
Electric Appliance Co., Harold D. 
Conklin, who has been assistant to gen- 
eral sales manager Pierre L. Miles, is 
to be located in Los Angeles and will 
direct sales activities in that part of the 
country with the assistance of the pres- 
ent district managers, Clyde Allen, San 
Francisco, and C. N. Willard, Los An- 


geles. The two districts are merged into 
one under Mr. Conklin with Mr. Allen 
and Mr. Willard maintaining their pres- 
ent territorial contacts. 


Succeeding Mr. Conklin as assistant 
general sales manager is August Jaeger 
who recently returned to the Hotpoint 
organization. Formerly manager of the 
Hotpoint appliance division, Mr. Jaeger 
was regional director of Electric Cook- 
ery Council just previous to his return. 


A new territory is created by dividing 
what has been the Chicago territory into 
two sections. The upper portion, includ- 
ing the northeast corner of Montana, 
North Dakota, most of South Dakota, 
Minnesota, and all but two counties of 
Wisconsin, will be known as the Minne- 
apolis territory. It will be under the 
direction of David C. Marble, new dis- 
trict manager, who-has been in that ter- 
ritory for some time. 


v 


George Day Is Sales Manager 
of Chicago Expansion Bolt 

George W. Day, who, until recently, 
was sales manager of the Paine Co., 
Chicago, has been appointed to a similar 
position with the Chicago Expansion 
Bolt Co. Prior to going with the Paine 
Co., Mr. Day was connected with the 
Chicago office of the American Blower 
Co. 

v 


Bond Electric Reorganization 

Holding that the increased volume of 
sales of the Bond Electric Corporation 
warranted a continuation of this com- 
pany’s business without interruption, a 
new committee representing creditors 
and debenture holders of the company, 
which has been in receivership since 
May 22, 1933, has petitioned the United 
States District Court in Newark for 
reorganization of the Bond interests. 

This petition, it is believed, is the 
first of its kind filed for reorganization 
by creditors in New York or New Jer- 
sey Districts under the recent amend- 
ment to the Federal Bankruptcy Act 
signed by the President on June 7. 


Vv 


Dealers' Stocks Re-purchased 
by RCA-Radiotron 


Thousands of checks will be sent to 
authorized RCA radio tube agents dur- 
ing the months of July and August as 
a result of RCA Radiotron’s re-pur- 
chase of existing agent-owned RCA 
radio tube stocks. Thus one. of the last 


remaining steps is being carried out in 
the successful establishment of the RCA 
tube agency plan devised by E. T. Cun- 
ningham, president of RCA Radiotron 
Co., Inc., designed to bring order and 
stability into the retail merchandising 
of radio tubes. 


v 


Kwikon Appoints New Agents 

S. R. Fralick, president of the Kwikon 
Co., 626 W. Jackson Blvd., Chicago, has 
announced that the following manufac- 
turers’ agents have been appointed to 
handle the company’s line of electrical 
fittings and devices: James J. Slater, 
186 Purchase St., Boston; Elenbe Sales 
Co., 250 N. 11th St., Philadelphia, and 
Noad & Nichols, 377 Brannan St., San 
Francisco. 

v 


Wholesaler Policy Announced 
by Great Western Fuse 
A policy of selling only through elec- 
trical wholesalers has been announced by 
F. C. LaMar, president, Great Western 
Fuse Co., New York City. This con- 
cern, one of the oldest manufacturers of 





F. C. LaMar 


commercial fuses, was established in 
Pittsburgh by F. C. LaMar and A. F. 
Daum in 1909. Heretofore, it has sold 
direct to industrial customers, but all 
business from these accounts will now 
be diverted through wholesalers accord- 
ing to Mr. LaMar. 


¥ 


Colson Opens Manufacturers’ 
Agency in St. Louis 

W. G. Colson, formerly sales engineer 
with the Appleton Electric Co. in the St. 
Louis territory, is now a manufacturers’ 
agent, located at 1123 Washington Ave. 
in that city. His main connection at 
present is the new line of malleable con- 
duit fittings made by the Simplet Elec- 
tric Co. Mr. Colson is operating in IIli- 
nois, Missouri, Oklahoma, Kansas, Ar- 
kansas and part of Tennessee, and plans 
to take on additional lines. 





























Appliances Have Taken the Lead 


Because, of necessity, Electrical Wholesalers 


have now become Merchandisers 


URING the past four vears there has been a 
‘tremendous change in the character of the busi- 
ness done by the average electrical wholesaler. 
Originally a jobber of wiring materials, electrical con- 
tractors and industrial plants were his principal cus- 
tomers. Since, 1929, however, his sales to contractors 
and industrials have fallen off rapidly. Even today, 
with general business showing marked improvement 
over the low point of March, 1933, the contractor and 
industrial markets have witnessed but slight gains. 
Supply and equipment lines comes under the category 
of durable goods and the substantial recovery of the 
durable goods industries still lies ahead. It seems to be 
generally conceded that the various Administration 
measures, stich as the housing program and loans to 
industry which are designed to “prime the pump” of 
industrial activity, cannot be expected to produce tangi- 
ble results before some time during 1935. 
Consequently the trend which started during 1930 
will undoubtedly continue for some time to come. Dur- 
ing that year electrical wholesalers became convinced 
that they could not continue to exist on the business 
available from their contractor and industrial accounts. 
The necessary volume simply was not there. So they 
turned to merchandise lines to bolster up their rapidly 
declining sales volume and, as a result, resale mer- 
chandise has comprised the major part of the electrical 
wholesaler’s volume for the past two and a half years. 
This renewed interest in appliances has brought 
about a change in the thinking and in the selling meth- 
ods of the wholesaler. He has definitely become a mer- 
chandiser. Today his salesmen are primarily concerned 
with developing better dealers rather than merely sell- 
ing a bill of goods. These salesmen provide their deal- 
ers with practical sales plans, help them to turn their 





Read the article on Selling to Retailers 
by A. H. Shellworth 


on pages 10 and I1 of this issue 
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Total Sales of the Electrical Wholesaling Trade 


inventories faster, assist them with their bookkeeping 
and take an active part in developing better retail 
salesmen. 

And the wholesalers themselves are carrying more 
adequate stocks of appliances and are rendering far 
better service than formerly to the retailers of their 
communities. Department stores have been quick to 
recognize the value of this improved service and a 
number of wholesalers report that they are receiving 
an increasing share of their department stores’ appli- 
ance business. 

There is no single type of store, however, that has 
a monopoly on the retailing of electrical appliances. 
While the average wholesaler is now selling to between 
300 and 800 dealer accounts, depending upon the 
character and size of his territory, these include from 
ten to a dozen or more different kinds of stores. Elec- 
trical dealers and contractor-dealers, radio and music 
shops, department stores, central stations, furniture, 
hardware and general merchandise stores account for 
the greater part of the electrical wholesaler’s appliance 
volume, but there is also an occasional jeweler, drug 
store or garage that has demonstrated that it, too, can 
successfully merchandise appliances. 


ANUFACTURERS, in increasing numbers, are 

coming to recognize that only through the whole- 
saler, with his intimate knowledge of the dealers of 
his community, can they secure adequate distribution— 
distribution through retail outlets that have been se- 
lected with care and whose ability as appliance mer- 
chandisers is constantly being brought to a higher plane 
under the watchful guidance of the wholesaler’s sales- 
man. 
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Why we went into 


and why your 
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y 41 » Before 1934 is chalked off 
the calendar, General Elec- 
tric Hotpoint will have in- 


troduced 18 new appliances for 


wholesalers. 
Why? 


Because as you know the elec- 
tric heating device field calls for 


up-to-the-minute styling as well as 
utility. It calls for something new, 
something different almost con- 
tinually. It’s a fast-moving, fast- 
changing field. A new item means 
a new opportunity. And the whole- 
saler out with it first is the man 
who is going to get the running 
jump on competition. 


That’s why G-E Hotpoint is 
bringing you 18 new products in 
1934. That’s why G-E Hotpoint 
will go into more “‘huddles” —will 
keep developing new products— 
will keep giving you new items to 
feature to your trade, new talking 
points for jobbers’ salesmen to 
present. 


GENERAL @ ELECTRIC 
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18 huddles in 1934 


name came up in every huddle 





§ A helping hand 


But that’s not the end of 

the G-E Hotpoint job. We 
go further. We have more 
personal factory representatives 
in the field, than any exclu- 
sive heating device manufac- 
turer. And their job only starts 
with selling you a bill of goods. 
A big part of their job is to help 
you dispose of your pur- 
chases after they have 
been made—to help job- 
bers’ salesmen crack the tough 
accounts—and help keep the 
others in line, too. Our men will 
put their heads together with 





: GENERAL ELECTRIC CO., MERCHANDISE DEPT., SECTION E-858, BRIDGEPORT, CONN, 


you—will work with you in laying 
out sales plans, in introducing the 
new G-E Hotpoint products to 
the trade. 


Six Hotpoint Factory Branch 
Service Stations, strategically lo- 
cated across the country will con- 
tinue to give you and your cus- 
tomers the best and quickest 
service in making repairs and sup- 
plying parts. 


What about advertising 


New products mean advertising. 
And G-E Hotpoint is always con- 
sistent. We advertise regularly to 
the retail trade. And to consumers 





> £ we keep telling the story 

of General Electric Hot- 

point advantages—of old 
products as well as new. 


All for one—one for all 
This is the cooperation G-E Hot- 


point gives its wholesalers. We be- 
lieve the wholesaler is performing 
valuable and legitimate services. 
We believe the wholesaler 

is essential to successful 
business operation. We 
believe that if we both pull the 
same way, we'll both make more 
money. 


Ra 
‘‘Now is the time to buy’’ b4 
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PAINTING WITH LIGHT 


New lights mar or enhance 
beauty. Monochromatic light 
sources produced startling ef- 
fects on the appearance of this 
blonde model during a recent 
presentation of Westinghouse's 
“Painting With Light’ drama 
which will be shown in many of 
the nation's leading depart- 
ment stores. 
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IN AN ALABAMA CABIN 


The miracle of electricity has been told many times, but probably 
never more eloquently than by this photograph of a humble one- 
room home in the hills of Alabama whose owners, while lacking 
some of the newfangled ideas in home equipment, are neverthe- 
less enjoying the many advantages of a G-E electric refrigerator 
and an electric range. 


¢ 


WHOLESALER INSTALLS BAR 


This bar is located in a corner of the 
fixture display room at the Metro- 
politan Electrical Distributors, Inc., 
New York City, together with a dis- 
play of lighting fixtures for taverns. 
When dealer meetings are held this 
bar is invariably the center of activity. 


* 


A FOUR CARLOAD ORDER 


Max E. Heglman, sales manager, Capi- 
tol City Distributing Corp., Albany, 
receives an order for four carloads of 
Gibson refrigerators from Jay Breslaw, 
president of Breslaw Bros., Inc. Mr. 
Breslaw operates furniture stores in 
Albany, Schenectady, Glens Falls and 
Saratoga Springs and his order calls 
for a carload of Gibsons for each 
store. 
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TRADE SHOW EXHIBIT 


The wide range of products 
handled by a typical electrical 
wholesaler in a small city is in- 
dicated by this compact dis- 
play of the Fox Electric. Supply 
Co. at the local trade exposi- 
tion recently held in Elgin, Ill. 
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00 Good for Safety Switches? fms 


Because Cutler-Hammer has meant Motor Control 
Leadership for 40 years throughout industry, Cutler- 
Hammer has but one manufacturing standard, and 
today builds Safety Switches with the same care and 
around the same designs as C-H heavy duty industrial 
controls. 

This has led to the remark that such construction is 
needlessly good—too good for this less exacting 
service. 

But since this policy is agreeable to C-H, and since 
all prices are the same, why argue the matter?...A 
little study of the C-H Safety Switch Line reveals the 
values in that policy: By these methods of manufacture — o a3 
C-H assures complete user satisfaction, and offers sell- LC“) fy + ) 
ers the greatest of opportunities for prestige and profit. CURRENT BREAKER is | 

y 



















Alert independent wholesalers stock the complete SAFETY ER. SWiT 
Cutler-Hammer Safety Switch Line. CUTLER- Pace 
HAMMER, Inc., Pioneer Manufacturers of Electric Pion ei-Hanene es 
Control Apparatus, 1327 St. Paul Ave., Milwaukee, Wis. ° le AN 





















Cutler-Hammer Meter Service Switches, of types 
approved in most localities, are built to the same standards 
as C-H Safety Switches. Ask for Catalog. 





The Ace of Safety Switches. Bull. 4101 Mill Duty Current Breaker, Type A. Quick 
make, quick break, single throw, interlocked safety cover. Handles excessive 
overloads with practically no arcing. Double break air-blanketed con- 
tactors, non-current carrying hinges, unit base construction preventing 
electrical creepage—has added reserve capacity for heavy overloads. 30 to 
600 amps., 230 to 600 volts, 2, 3 or 4 pole, fusible and non-fusible. 
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A Section Devoted to 


Manufacturers’ 


Descriptions 


of Their Products 








New Oil Burners 


Three new models constitute this new 
line of oil burners capable of answering 
any demand for automatic oil heat from 
the smallest home to the largest indus- 
trial plant. The Model N-8, illustrated, is 
said to be capable of meeting 85% of all 
domestic requirements. These burners 
are provided with split-phase motors, 
light aluminum fan, rotary pump, electric 
ignition and employ an exclusive “Whirla- 
tor” flame principle claimed to be the 
greatest step forward in oil burner de- 
sign. Norge Corp., Detroit, Mich.—Elec- 
trical Wholesaling, August, 1934. 


Junior Buffet Server 


Made of chromium with wooden han- 
dles and feet, this server has three one-qt. 





Pyrex food containers. Water is placed 
in the server and kept hot with an elec- 
trical element, which in turn keeps the 
food hot. It is an extremely useful item 
for family breakfasts and suppers. Retail 
price, $19.50 complete. Chase Brass & 
Copper Co., Specialty Sales Dept., Chase 
Tower, New York City. — Electrical 
Wholesaling, August, 1934. 


Unit Air Conditioners 


The smallest of this self-contained 
series is a cabinet type unit, illustrated, 
with three-eighths of a ton of refrigera- 
tion capacity per 24 hours and is suitable 
for the average office or residence room. 





What's New 


List price, $340, f.o.b. Dayton, installa- 
tion charges extra. The second model is 
of similar design but has a three-fourths 
of a ton refrigeration capacity per 24 
hours. Both of these units provide cool- 
ing, dehumidification, circulation and 





cleansing of air. List price, $4.95. Thethird 
model illustrated, has two-thirds of a ton 
of refrigeration capacity that functions 
the year round, cooling, dehumidifying, 
cleansing and circulating the air in win- 
ter time. This unit has facilities for 
bringing in outside air and is completely 
equipped with filters. Unit connects with 
the regular steam heating system. List 
price, $583. Frigidaire Corp., Dayton, 
Ohio.—Electrical Wholesaling, August, 
1934. 


"Electric Chest" 
The “Electric Kelvin Chest,” a small, 
light-weight, lift-lid model, 36” high, 
27%” wide and 19” deep, incorporates 





this manufacturer’s standard mechanical 
equipment. Net volume is two cu. ft. and 
shelf area totals 4.3 sq. ft. Features in- 
clude a removable basket for fruit, etc.; 
a temperature selector on the front of 
cabinet ; a white porcelain table top; two 
freezing trays, and a stainless porcelain 
bottom in the food compartment. Ex- 
terior, with the exception of white por- 
celain table top, is finished in white lac- 
quer on Bonderized steel. Interior is 
white porcelain on porcelain enamel stock. 
Legs are extensions of the structural 


frame and are equipped with gliders to 
prevent marring of floors. List price, 
$77.50 plus freight. Kelvinator Corp., De- 
troit, Mich. — Electrical Wholesaling, 
August, 1934. 


Quality Coffee Maker 


This “Rolls-Royce” of the drip and 
vacuum type of coffee makers is intended 
for those people who fancy they can de- 
tect a metallic taste in coffee made in 
metal pots. Number E75109, with a nine 
cup capacity, has a heat resisting glass 
upper bowl and a jade green porcelain 





enameled bottom bowl. All exposed metal 
parts are chromium plated with ebonized 
handles, knobs and feet. Push button 
switch in cord. Heating element is “open 
type,” nichrome wire embedded in a one 
piece porcelain block. Bottom of lower 
bowl is so designed that a maximum of 
heat rising from unit is transferred to the 
bowl. If desired, top bowl may be re- 
moved before serving the coffee. An ex- 
tra cover is furnished for bottom bowl. 
Landers, Frary & Clark, Inc., New Brit- 
ain, Conn.—Electrical Wholesaling, Aug- 
ust, 1934. 


Flat Iron Element 


Designed primarily for replacement 
and repair purposes to eliminate the 
troublesome features of the open mica 
element, this device is entirely enclosed 
in copper 
thereby reduc- 
ing to a mini- 
mum the pos- 
sibility of 
shorts due to 
broken mica and also slowing up the 
oxidation of the wire wound element. 
Highest grade mica and genuine nichrome 
wire are utilized. Element is designed 
to fit about 90% of the standard five and 
six Ib. single heat irons, and is available 
in 32 and 110 volt ratings. Sheridan 
Electro Units Corp., 3241-43 S. State St., 
Chicago.—Electrical Wholesaling, Aug- 
ust, 1934. 
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"Beam Light" Fixtures 
Supplied in all the “Alabax”’ glazes 
white, jet black, sea green, light green, 
ivory and orchid—this fixture has a diam- 











eter of 5%”. Number AL 2400 has a pull 
with long cord, while AL 2401 is keyless. 
The catalog number does not include 
lamp. Pass & Seymour, Inc., Alabax 
Division, Solvay Station, Syracuse, N. Y. 
—Electrical Wholesaling, August, 1934. 


Conduit Fittings 


Made of malleable iron 
these conduit fittings com- 
bine great strength with light 
weight. A cadmium finish 
fully protects ‘“Simplets” 
against corrosion. Simplic- 
ity of design provides large 
and easily accessible wiring 
space. The pipe threads in 
the hubs are full and clean. 
Conduit stops are smooth 
and free from burrs. Top 
surfaces are flat and surface- 
ground to assure perfect seating of 
covers. Simplet Electric Co., 5100 W. 
Ravenswood Ave., Chicago. — Electrical 
Wholesaling, August, 1934. 





Flat-Top Refrigerator 


Of three cubic foot capacity and a shelf 
area of 5.5 sq. ft, this refrigerator re- 
quires very little kitchen space, being but 
371A” high, 2354” wide and 20” deep. Ice 








freezing capacity is 4% lbs. or 40 cubes of 
ice. Two ice trays, both of which are in 
direct contact with a freezing surface, 
assure rapid freezing of ice and desserts. 
Cabinet construction consists of a one- 
piece steel inner liner and steel outer 
panels with insulation sealed between. 
Insulated top of cabinet is covered with 


a removable embossed steel panel finished 
in porcelain. A pressed steel strip, fin- 
ished in black, covers the 4” cabinet legs 
and forms a base in keeping with the 
modernistic design of the cabinet. Cabi- 
net door and bottom panel are flush with 
front of cabinet. Bottom panel is re- 
movable, making the condensing unit 
easily accessible. Exterior cabinet panels 
are finished in Glyptal-baked enamel, 
while the interior finish is white porce- 
lain. Semi-concealed hardware is made 
of durable hard brass, modernistic in de- 
sign with a highly polished chrome fin- 
ish. General Electric Co., Specialty Ap- 
pliance Sales Dept., Cleveland, Ohio.— 
Electrical Wholesaling, August, 1934. 


Permanent Flashlight Display 


The counter display is constructed of 
heavy wire, electrically welded and has 
a beautiful baked-on enamel finish. Avail- 
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able free of charge with the purchase of 
11 cases in a popular assortment of flash- 
light cases. Display can be stood on the 
counter, window or hung on the wall. 
Burgess Battery Co., Freeport, I1l._—Elec- 
trical Wholesaling, August, 1934. 


Automatic Switch for Closets 


Switch No. 
1421, for instal- 
lation in closets, 
stockrooms, re- 
frigerator 
rooms, libraries, 
etc., is equipped 
with special 
locking feature 
to prevent auto- 
matically shut- 
ting off when 
remaining in the 
room. Switch 
gives a delay of three minutes, but if 
longer delay is desired, toggle can be 
locked in “On” position so that current 
will continue indefinitely until lock is re- 
leased. Switch replaces any wall switch 
and includes lock, one interval, three min- 
utes. M. H. Rhodes, Inc., Rockefeller 
Center, New York City. — Electrical 
Wholesaling, August, 1934. 








Portable Power Plant 


This portable power plant provides an 
emergency source of power during in- 
terruptions of central station service. It 
may also be used in outlying districts 
beyond power lines and for supplying 
current to portable tools on construc- 
tion work. The 50 K. W. capacity en- 
gine-driven generator set furnishes 
either 230 volts d. c. or 230 volts, three 
phase, 60 cycle a. c. Either current or 
both are available for any job up to 
the capacity of the driving engine. The 
d. c. unit acts as the exciter for the 
a. c. unit. Harnischfeger Corp., Mil- 
waukee, Wis.—Electrical Wholesaling, 
August, 1934. 


Combination Pentode-Rectifier 


Type 12A7 is a combination power 
pentode and rectifier tube. There is a 
6.3 volt heater for each unit, the heaters 
being connected in series internally, thus 
making the rated heater 12.6 volts. Sep- 
arate connections are brought out for the 
pentode-cathode, screen grid, and plate. 
Suppressor grid of the pentode section is 
connected internally to the pentode- 
cathode. Rated power output from the 
pentode is 0.55 watt, and the maximum 
d.c. load current of the rectifier section 
is 30 milliamperes. Hygrade Sylvania 
Corp., Emporium, Pa.—Electrical W hole- 
saling, August, 1934. 


Quick Heating Surface Burner 


In the “Kay-67” electric range burner 
the heat is put to work at once because 
the wires are not surrounded with any 
refractories which retain heat in the wire. 
Unusual construction prevents puncturing 
caused by breaking down of insulating 
properties of powders or cement due to 
high heat. A self-grounding frame and 
low cost replacement are two other fea- 
tures of this efficient surface burner. 





Standard Electric Stove Co., 1718 N. 12th 
St., Toledo, Ohio—Electrical Wholesal- 
ing, August, 1934. 
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Portable Room Cooler 


This ice-fan has an electric blower, is 
scientifically designed for charging with 
ice, and is available in sec- 
tional steel cabinets which 
may be combined to fit 
the requirements of any 
size room. Hot, humid 
air is drawn into the ice- 
fan where its temperature 
is lowered and excess 
moisture removed. 
Through an outlet louvre 
that permits instant di- 
rectional control, the 
chilled, dried and _ re- 
freshed air is gently cir- 
culated without draft. Available in three 
models. Ice capacity of these models is 
75, 150 and 225 lbs. respectively; each 
charge being sufficient to last the average 
business day. Overall height of these 
models is 32, 49 and 66” respectively. 
Its cost is no greater than a good electric 
fan. Modine Manufacturing Co., Racine, 
Wis. — Electrical Wholesaling, August, 
1934. 





Solderless Lugs 


“Handi-lugs” will accommodate wire 
from sizes No. 14 to 1,000,000 circular 
mills. Eight “Handi-lugs” comprise the 
entire line, each possessing an adjustable 
feature taking a range of wire size. 





Solderless connectors are meeting with 
ever-increasing favor among those in the 
electrical industry as they provide a posi- 
tive mechanical and electrical connection. 
The time saving feature is also an im- 
portant factor. The Trumbull Electrical 
Mfg. Co., Plainville, Conn. — Electrical 
Wholesaling, August, 1934. 


Portable Electric Grinder 


Body and handle are cast aluminum so 
that entire weight is 9 lbs. net. Overall 
length is 1434”, diameter 4”. Universal 
motor for d.c. or a.c. 110 volts, 25 to 60 
cycles. Speed at no load, 3400 r.p.m. 
Draws 1.5 amperes and has a positive 











“make-and-break” toggle switch. Brushes 
are accessible from the outside. Equipped 
with 8 ft. of heavy duty, rubber. covered 
cord with rubber plug and 4” general 
purpose grinding wheel. Bearings are 
bronze, wool packed with thrust ball bear- 
ing on shaft wheel. Gears are special 
alloy, heat treated. Signal Electric Co., 
Menominee, Mich.—Electrical Wholesal- 
ing, August, 1934. 


Indirect Three-Lite Lamp 


This new lamp offers users of indirect 
portable lamps a choice of three lighting 





levels. It has two filaments and provides 
100, 200 or 300 watts. Especially de- 
signed for base-down burning and per- 
mits the use of shallow reflectors, assur- 
ing greater lighting efficiency. This lamp 
is similar in design to the single-filament 
250-watt, G-30, inside-frost bulb in that 
it also has a G-30, inside-frost bulb. New 
features are a mogul screw base and the 
slight increase of %” in both overall and 
light center lengths. Base has a double 
contact with the 200 watt filament con- 
nected to the center, or contact button, 
and the 100 watt filament connected to 
the ring contact surrounding it. List 
price, $1.40 each. Westinghouse Lamp 
Co., Bloomfield, N. J—Electrical W hole- 
saling, August, 1934. 


Closed Type "Floodlite” 


Pure aluminum construction, treated 
with a special “Illuminous Process” to 
produce efficient reflecting surfaces, is in- 
corporated in the No. 1005. The 1634” 
heat resisting lens are designed to burn 
750, 1000 or 1500 watt clear lamps. This 
light is particularly adapted for use on all 
types of construction jobs because it is 
comparatively light in weight, very com- 
pact and easy to install, yet built to stand 
up under the most adverse weather con- 
ditions. This manfacturer’s series con- 
sists of three groups: “S” is the shade 
holder type; “A” the socket type and 
“B” the detachable reflector type. S. & 
M. Lamp Co., 36th & Broadway, Los An- 
geles, Calif.— Electrical Wholesaling, 
August, 1934. 
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Hand Grinder 


A high speed, light weight, yet power- 
ful grinder, the No. 8 HG is very useful 
in pattern shops, tool rooms, machine 
shops, etc. Is said to be unequalled for 
finishing small openings, radii, and irreg- 





ular shapes in all kinds and types of dies 
and molds. Powered by a 1/40 h.p. uni- 
versal motor operating on a.c. or d.c. 
Armature is dynamically balanced and 
has an excellent ventilating system. Ar- 
mature is mounted in double shielded ball 
bearings which prevents dust or grit get- 
ting into bearings. The tool can be held 
in the hand like a pencil. List price, 
$17.50. Dumore Co., Inc., Racine, Wis.— 
Electrical Wholesaling, August, 1934. 


Air Circulator 


Designed for installation in the attics 
of homes, the air circulator circulates air 
through the attic during the daytime, 
practically eliminating heat leakage into 








the living quarters and draws the rela- 
tively cool outside air through the living 
quarters toward the end of the day. It 
also effectively removes tobacco odors 
and stale air. Can also be used in small 
diners, small dance halls or other busi- 
ness places where good ventilation re- 
quires frequent changes of air. Unit con- 
sists of a rubber-cushion mounted motor 
directly driving an 18”, three-blade, 
aphonic-pressure-type propeller fan, quiet 
in operation and assembled in a sturdy 
metal cabinet. Fan operates at 860 r.p.m. 
and delivers 2050 to 2600 cu. ft. of air 
per minute, depending upon the amount 
of back pressure. Device may be set in 
front of an attic window and suitably 
connected to the nearest electric outlet, 
or it may be permanently installed with 
a duct connection to the outside and with 
permanent electric wiring, a time switch 
and other accessories. Available with 
either an a.c. or d.c. motor as required. 
General Electric Co., Air Conditioning 
Dept., New York City. — Electrical 
Wholesaling, August, 1934. 
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(Born 1735—Died 1820) 


American hunter and pio- 
neer who became famous 
for his defense of the 
early frontier settlers 
against the marauding 
Indians. He, with fifty 
white men, successfully de- 
fended Fort Boonesboro 
against a large force of 
Indians. He was elected 
to the Hall of Fame in 
1915. 







































There are instances in history 
when the pioneer who blazed 
the trail did not carry through 
and continue to give and receive 
the benefits of his pioneering. This, of course, is not true of the COLT 
NOARK line of Safety and Meter Switches; here the pioneer is carrying 
forward, rendering increased service to all users of the products, and serving 


the electrical wholesaler distinctively. 


Wholesalers intent upon making sales history with a history-making line 


should write for information today. 


COLT’S PATENT FIRE ARMS MFG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION HARTFORD, CONN. 


Boston Chicago New York Philadelphia 
Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 
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Utility Outlet 


“Tom Thumb,” No. 330 utility outlet 
is intended for use in wood floors, man- 
tels, baseboards, show windows, and other 
installations free from moisture or me- 
chanical injury. Unit is 2%” in diameter 
and 2” high and is fitted with 10 amp., 115 
volt bakelite receptacle. Fullman Manu- 
facturing Co., Latrobe, Pa. — Electrical 
Wholesaling, August, 1934. 


Food Mixer 


Built with the motor in the base to 
prevent oil from dropping into the food, 
this mixer has a self-lubricating motor 
which requires no oiling. Mixing bowls 
are of Pyrex glass. Blades of double 
beater are elongated to follow the shape 





of the side and bottom of mixing bowl 
which insures complete mixing. Avail- 
able in three finishes. Standard equip- 
ment comprises large and small mixing 
bowls, double beater, drink mixing 
attachment, juice extracting attachment. 
General Electric Co., Heating Device 
Sales, Bridgeport, Conn. — Electrical 
Wholesaling, August, 1934. 


Adjustable Beam Projector 

An entirely new principle permits the 
shape of light beam to be instantly ad- 
justed to any desired pattern—round, 
square, rectangular, semi-circular, etc.,— 


RAMING SHUTTER 
UPPER HORIZONTAL 


FRAMING SHUTTER 
LOWER HORIZONTAL 





FRAMING SHUTTER 
RIGHT SIDE VERTICAL 


of innumerable dimensions, and from 
pin-point to full lens opening, by arrange- 
ment of iris and framing shutters. Light 
intensity can be varied by simple adjust- 


ment of the lens system without affecting 
uniformity of distribution, and without 
using a dimmer. Can be used at any dis- 
tance up to 250 ft., from any location, 
for interior or exterior spotlighting or 
floodlighting. Easily adjusted to any re- 
quirements, uses biplane filament incan- 
descent lamps, operates equally well on 
a.c. or d.c. circuits, saves considerable 
current, and gives an exceptional purity 
and brilliancy to color lighting. Particu- 
larly suited for use where a high-inten- 
sity uniform illumination of restricted 
areas is desired. Kliegl Bros., 321 W. 50th 
St., New York City.—Electrical Whole- 
saling, August, 1934. 


"Magic Stand" Iron 


When it is desired to put the iron aside, 
it is only necessary to raise it, press the 
button in the handle and the stand swings 
under the iron to support it firmly clear 








of the board. Weight of iron holds the 
stand in place. The iron can thus be 
placed close at hand, ready for instant 
action. Upon picking it up the stand 
instantly springs back to the nestling 
place at the side of iron. Other features 
include: 1,000-watt dreadnaught heating 
unit; “dial of fabrics” heat control; built- 
on cord; built-in switch; cool cork han- 
dle; new wedge point-bevel edge, and 
5 lb. weight. Proctor & Schwartz Elec- 
tric Co., 7th & Tabor Rd., Philadelphia.— 
Electrical Wholesaling, August, 1934. 





"Thyrite" Discharge Resistors 


To protect the insulation of d.c. mag- 
netic circuits against excessive discharge 
voltages when the circuits are opened, is 
the purpose of a new type of discharge 
resistor acting on the same principle as 
the “Thyrite” lightning arrestor. Because 
this material, which conducts about 16 
times more current each time the voltage 
is doubled, is practically an insulator at 
line voltages, it reduces the continuous 
watts loss for the new “Thyrite” units to 
approximately 2% of that for equivalent 
permanently-connected fixed resistors. 


The new units are available in two ratings 
—one for 110 to 275 volts; the other for 
500 to 650 volts. Mounting dimensions 
and space requirements of both ratings 
are the same. ‘“Thyrite” is a non-porous, 
inorganic, ceramic material, hard as mar- 
ble. General Electric Co., Schenectady, 
N. Y.—Electrical Wholesaling, August, 
1934. 


Automatic Fire Extinguisher 


A self-contained, automatic extinguish- 
er, which smothers fires before appreci- 
able damage is done, without the usual 





aftermath of water or chemical damage, 
lends itself particularly to the protection 
of electrical equipment, whether or not 
other protection is already available. Con- 
sisting of units suspended from ceiling or 
beams above equipment and area to be 
safeguarded, each unit is a container and 
sprinkler head, spreading a non-poisonous 
gas blanket which smothers the fire. Re- 
quires no wiring, piping, water supply or 
other elaborate installation. Units are 
simply suspended on special hangers. Sys- 
tem will not freeze; there is no leakage 
or evaporation; nothing to replace or re- 
pair. Units are guaranteed for three 
years. Firetox System, Inc., Attleboro, 
Mass.—Electrical Wholesaling, August, 
1934. 


Coffee Percolators 


These percolators make drip coffee 
automatically—the water drips as it heats. 
Almost immediately after current is 
turned on the patented quick-acting pump 
starts circulating the water and the Uni- 
versal cone-perforated spread plate so 
distributes the liquid through the coffee 
that a full-flavored beverage is obtained 
with one-third less coffee. Units protect- 





ed by patented safety fuse plug. Landers, 
Frary & Clark, Inc., New Britain, Conn. 
—Electrical Wholesaling, August, 1934. 
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kw BRYANT DEVICES 


jor new applications 


CAREFULLY ENGINEERED TO THE NEED 


THE BRYANT NAME GUaArantees 
SUPERIOR CONSTRUCTION 















THERE IS A REAL NEED FOR THESE NEW 
BRYANT DEVICES. 


THEY ARE ACCURATELY MADE FOR THE NEED. 
GET YOUR SHARE OF THE VOLUME! 

















A new clock hanger recep- 
tacle with space for stor- 
age of cord. No cover 
plate needed. Catalog 
Number 2828, 
































Round Appleton 4 inch 
cover for single pole sen- 


tinel breakers. Catalog 
Number 8705. 


Square Appleton 4 inch 
cover for double pole sen- 
tinel breakers. atin, 

Number 8706. * 





PORCELAIN COVE AND TROUGH 
LIGHTING SOCKETS 


ANGLE TYPE—1/g INCH, No. 7043; 3/g INCH, No. 7044 
TWIN TYPE —1/g INCH, No. 76750; 3/g INCH, No. 76751 


FOR FURTHER 

INFORMATION 
ASK FOR CATALOG 
PAGE 112E 


3 R y A N T Superior Wiring Devicer 
me ee by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888 ... MANUFACTURERS OF HEMCO PRODUCTS 
NEW YORK 60 East 42nd Street . . CHICAGO 844 West Adams Street . . SAN FRANCISCO 














149 New Montgomery Street 
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MIDGET 
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(Cross sections of MIDGET showing capacity) 


“Another great thing about 


Midg et’ writes a contractor “is that 
the fittings are so simple, so practical 
and so adaptable to all conditions!” 


A typical comment selected from hundreds sent 


us by contractors. 


You can’t fool contractors on Midget—for it has 
all the well-known Wiremold features — all its 


versatility. 
scale. 





Wiremold perfection—on a smaller 


THE WIREMOLD COMPANY, Hartford, Connecticut 














has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


V/z pound cans........$0.50 ea. 

| pound cans........ 80 ea. 

5 pound cans........ 3.00 ea. 
Less by reshipper cartons. 


Ask for 
FREE SAMPLE 


YAGERS 














Alex R. Benson Co. Inc. 
Hudson, N. Y. 


YAGER'S 














with only G asronnslle 
BURNKDY 


ENGINEERING CO., INC. 


305 EAST 45 1H STREET, NEW YORK 


MNyents Everywhere 




















Personals 








H. E. SHERMAN, Jr., formerly man- 
ager of the California Majestic Co., Los 
Angeles, and prior to that, with the Leo 
J. Meyberg Co., Los Angeles, has be- 
come associated with the Stewart-War- 
ner Sales Co., in the same city, and will 
have charge of the southern California 
territory. 


G. L. Myers has replaced A. Stanley 
2s service supervisor at the Atlanta house 
of the General Electric Supply Corp. 

Maurice J. CLEARY, vice-president of 
the Barrett Electrical Supply Co., St. 
Louis, Mo., will be voted on August 7, 
as candidate for the Democratic nomina- 
tion for State Representative from the 
First District. Before his connection 
with the Barrett firm, Mr. Cleary was 
for many years the St. Louis representa- 
tive of the Benjamin Electric Mfg. Co. 


A. L. Tippett, formerly associated 
with the Westinghouse Electric Supply 
Co. for over 18 years, will cover the en- 
tire Lancaster County territory for Jno. 
E. Graybill & Co., York, Pa., working 
out of the company’s Lancaster branch. 


G. F. Eurticu is sales manager in 
charge of the wholesale department of 
the Broome Electric Co., Amarillo, Tex. 
Mr. Ehrlich was formerly connected 
with the Westinghouse Electric Supply 
Co., St. Louis, Mo., and with the Dodge 
Electric Co., Tulsa, Okla. 


THOMAS FITZPATRICK will represent 
the Massachusetts Gas & Electric Light 
Supply Co., Boston, Mass., in the metro- 
politan area. 


New members of the sales force of the 
Sager Electrical Supply Co., Boston, 
Mass., include: ErRNest PickeEtTT, for- 
merly of the Loman Electric Supply Co., 
who will call on the metropolitan trade; 
M. P. MAXwELL, who comes from the 
Cities Electric Supply Co., will cover 
suburban Boston; Wutit1AM Mac- 
DoNALD, once connected with the Lewis 
Electric Co., will travel western Massa- 
chusetts, and JoHN STONE, recently 
associated with Stone & McDermott, 
who will handle the Fall River, New 
Bedford and the Cape district. 

Wo. F. ScHARENBERG is a new pur- 


chasing agent with McCleery-Carpenter 
Electric Co., Columbus, Ohio. 


Vv 
Audiola Name Changed 
Fairbanks, Morse & Co., Chicago, 


have announced that the name of their 
wholly-owned subsidiary, the Audiola 


' Radio Co., has been changed to Fair- 


banks-Morse Home Appliances, Inc. 


| S. T. Kiddoo has been made president 
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This is J. R.| 
McColm, purchasing agent of the West- | 
inghouse Electric Supply Co., Portland, | 
Ore., and his two daughters—“Bobby” | 
on the left and Rae on the right. They | 
were downtown that day to have J. R. 
display his powers as purchasing agent 


"Ask Dad—He Knows”: 


for something or other they had 


in | 
mind, at least we so assume. 





while Mortimer Frankel continues as | 
vice-president and general manager, 
John W. Million, Jr., as chief engineer 
and production manager, and Addison | 
Brown as sales manager. | 


Vv 


Chase to Make Portable Lamps 


The Chase Brass & Copper Co., New | 
York City, has announced a new line of 
portable lamps designed to harmonize | 
with the period lighting fixtures recently 
placed on the market by this manufac- 
turer. The new Chase lamps will be | 
marketed through franchised dealers and | 
also through department stores, furniture | 
dealers, specialty and gift shops. 


v 


Majestic Type Radio Tube 
Announced by Arcturus 


The Arcturus Radio Tube Co., New- 
ark, N. J., announces the addition of 
the special Majestic types to its line of 
radio tubes. These tubes, which are 
now in production, are equipped with 
a glove-fitting metal shield, soldered in 
place with proper ground connection, | 
and are identical in characteristics and 
interchangeable with the spray-shield 
tubes. 


v 


New Distributors Announced by | 
Standard Electric Stove 


The appointment of three new whole- 
salers has been announced by the Stand- 
ard Electric Stove Co., Toledo, Ohio. 
F. Tiemann Stove & Hardware Co., St. 
Louis, will distribute Standard ranges in 
southwestern Illinois and eastern Mis- 
sourt. Wimberly & Thomas Hardware 
Co., Birmingham, Ala., will serve Stand- 
ard dealers in southern Tennessee and 
northern Alabama, while J. L. Perry & 
Co., Nashville, will provide distribution | 
in central Tennessee. 


The MODERN WAY 


to Increase Your 
TAPE SALES 


60% of all electrical contract- 
ors have retail stores selling 
supplies to the public. Every 
one of these consumers is a 
prospect for Tape... and 
more of them would buy 
Tape ...if reminded to do so. 
That’s what the new DUTCH 
BRAND Tape Dispenser 
does. It effectively reminds 
people of their need for Tape. 
This new, original DUTCH 
BRAND method of boosting 
sales has already increased 
Tape profits of retailers 
and jobbers several hundred 
percent. 
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If your organization is not 
selling your retailers this 
new opportunity for easier 
and more rapid sale of 
Friction Tape, you are 
overlooking the most 
revolutionary merchan- 
» dising factor yet intro- 
» duced, 

World Wide Distribution 





Ey Through Jobbing Channels 
This view of the Dispenser shows Est. 
but two sides. The other two sides VAN CLEEF BROS. 1910 
holds the 5c and 35c packages. Manufacturers 


Woodlawn Ave., 77th to 78th Streets 


This Dispenser is made of steel and 
Chicago, U. S. A. 


revolves for easy access to all sizes 
of a well balanced assortment. It 
takes less than one square foot of 








a GIVE counter space and is beautifully 
ee ~  lithographed in three command- 


ing colors. 






DUTCH BRAND 
SOLDERING 
PASTE 
Ascientific mixture 
— non-corrosive. 
Cleans as it works. 
Holds solder fast. 












DUTCH BRAND 
RUBBER INSU- 
LATING TAPE 
Fuses instantly with- 
out heat. Molds into 
one solid piece. It 
8-t-r-e-t-c-h-e-s with- 
out breaking because 
it contains more live, 
new rubber. 







THE JUMBO PACKAGE 

Contains 10 standard No.§& rolls. 
The economical way for repair- 
men, electrical contractors and in- 
dustrial users to purchase Friction 
Tape, where individually car- 
toned Tape is not required. 











See the DUTCH BRAND EXHIBIT aé A CENTURY of PROGRESS -CHICAGO-1934 
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QUALITY 
WIRE 


ANNUNCIATOR 











DAMPPROOF OFFICE 





THERMOSTAT CONTROL 
CABLE 
Braided Armored 





FLEXIBLE ELEVATOR CABLE 





SHIELD BRAND 


Weatherproof and slow burning 
wires and cables. 





ANTENNA 


Bare Tinned Enameled 





MAGNET WIRE 
Round 


Square 
Rectangular 


Single Cotton 
Double Cotton 


Single Silk 
Double Silk 


Enameled 
Enameled and single cotton 
Enameled and double cotton 
Enameled and single silk 


Enameled and double silk 








MANUFACTURED BY 


The ANSONIA 


Electrical 
Company 


Ansonia, Conn. 





ANNUNCIATORS BELLS 
PUSH BUTTONS - 





"That's How | Sell Industrials" 
(Continued from page 8) 
promptly. With a certain type of cus- 
tomer you might chime in with him, 
agreeing that the old model was a lemon, 
only to have him rise nobly and say, ‘Oh, 
it wasn’t so terrible. I guess they did 


_ the best they could.’ 


“High pressure selling is an insult to 
the intelligence of the buyer. I’ve seen 
plenty of salesmen try to brush aside the 
objections of a customer in the mistaken 
belief that an objection stifled is one 
eliminated. Actually it is just the re- 
verse. Suspicion is created and for the 
rest of the sales talk the buyer’s mind is 
not on the advantages of the product. He 
is mulling over his objection darkly, per- 
mitting it to grow like mushrooms in a 
cellar. 


“*Now as I understand it, you are not 
sure this device will be satisfactory be- 
cause ’ (Here I repeat his objection 
before answering him). This shows the 
customer that I understand and respect 
his objections, but that there are other 
factors in connection with this device 
which have a bearing on the matter. Un- 
less I make it very clear that I under- 
stand his objection he is apt to bring 
it up again. Later in the talk he may 
even forget my answer to the objection, 
but he will not forget that I answered it 
confidently. 





“But the fundamental point of selling 
is to know what the customer should 
have. Probably he will only tell you what 
he must have. Therefore, the necessity 
of back door methods and friendly help 
from the maintenance men in return for 
the same.” 

v 


Six Ways in Which the 
Radio Code Will Save Profits 
(Continued from page 7) 


_has endured for many years, and any 


violations should be reported immedi- 
ately to the local District Agency. 


Cooperative Advertising Expenditures 


5. Excessive expenditures for co- 


| Operative advertising have in the past 


constituted another serious waste of the 
wholesaler’s profits. Now the whole- 
saler is forbidden to devote more than 
two and a half per cent of his annual 
net sales to dealers to cooperative adver- 
tising allowances. Furthermore, on in- 
dividual advertisements he cannot spend 
more than the manufacturer, nor more 
than the dealer and, in the case of manu- 


| facturer - distributor-dealer advertising, 
| he cannot contribute more than 


one- 
fourth of the total amount. Also no co- 
operative advertising can be more favor- 
able to the dealer than 50-50. 


Here again, the Code has been care- 
fully drawn to prevent chiseling by the 


_ dealer. The wholesaler is not permitted 





A Bear for Work: 


George S. Steiner 
of the Steiner Electric Co., Chicago, is 
seen here hard at work, unconscious of 
the lurking presence of a camera man. 
George is secretary of the Chicago Elec- 
trical Wholesalers Association. 





to grant advertising allowances that an- 
ticipate a dealer’s purchases beyond a 
period not to exceed six months. The 
dealer cannot short-rate the wholesaler 
on advertising rates and the wholesaler 
is not allowed to stand any part of the 
cost for art work, electros, make-ready 
or other similar items. 


Charges for Service Work 

6. No longer can the dealer pass on to 
the wholesaler the expense burden in- 
volved in service work. When the whole- 
saler renders any service for the dealer 
which the dealer should ordinarily ren- 
der for himself, it is required that the 
wholesaler must collect from the dealer 
a reasonable charge for such service. 

All of these provisions of the Radio 
Wholesaling Code are further strength- 
ened by another provision prohibiting 
subterfuges, either direct or indirect. 
This clause was inserted as an additional 
safeguard and gives to the local District 
Agencies the authority to stop back-door 
chiseling. 

The opportunity for saving profits 
which these provisions afford the radio 
wholesaler has already created a new 
confidence and a new enthusiasm among 
the trade. These savings can exceed sev- 
eral times over the wholesaler’s RWA 
and Code Administration fees. 

With increased profits now assured, 
the industry proposes to develop in- 
creased volume as well, by investing a 
portion of these added profits in carrying 
out the Five Point Plan—a national, all- 
industry activity to sell the public on 
the value of broadcasting and the su- 
perior performance of modern receivers. 


7 
NEMA's Annual Meeting 


The National Electrical Manufactur- 
ers Association will hold its annual meet- 
ing at the Palmer House, Chicago, from 
October 17 to 20. 
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Men You Should Know 


Fred A. Wiebe 
(Continued from page 16) 
minded, and when he was made vice- 
president and general manager, it meant 
mostly a greater opportunity along that 
line, enabling him to widen his activi- 
ties and analyze all the markets and 

customers in the territory. 

He has been very active in industry 
organization and promotion, attending 
meetings and conventions far and wide, 
and has held office in many national and 
local groups. He was president of the 
St. Louis Radio Trades Association for 
two successive years and president and 
director of the Federated Radio Trades 
Association. At present he is a vice- 
president of the Radio Wholesalers’ As- 
sociation, and Industry Commissioner 
for St. Louis under the pending electri- 
cal wholesaling code. 

His creed is simple; he is essentially 
a dealer’s man. His early experience 
brought him into complete sympathy 
with their efforts, and continued contact 
has only made the feeling stronger. He 
works with them constantly and is di- 
rectly responsible for the customers in 
the downtown area. He also spends as 
much time as possible in the field, be- 
cause he thinks this first-hand knowl- 
edge is the best equipment an executive 
can have in furthering the interests of 
both his house and his industry. 

Outside of selling, which is his main 
hobby, he likes gardening best, although 
he fishes and plays golf. He cites a day’s 
record of 118 holes—18 on the golf 
course, the other 100 in the garden, to 
hold his pet zinnias. 


v 


A Program to Sell 
Complete Home. Electrification 
(Continued from page 15) 


not help but appeal to every parent in 
America. 

Over a period of three and one-half 
years there have been developed more 
than 500 local Electric Refrigeration Bu- 
reaus, under able direction, disciplined 
in organized mass advertising and sell- 
ing, ready to do another big job. They 
can, and in my opinion would, enthusias- 
tically support a nation-wide Home 
Electrification program, if such an ac- 
tivity carried with it a complete, nation- 
ally coordinated selling and advertising 
program, definitely planned and definite- 
ly carried out. 

The time is opportune for the utilities, 
the manufacturers, the dealers and the 
trades to join together in this, the great- 
est selling opportunity in the history of 
our industry, and which, in my opinion, 
could be developed into the greatest co- 
ordinated selling and advertising promo- 
tion activity ever conducted in the his- 
tory of American business. 











RESCENT WIRE 


IN THESE BUILDINGS... 


DEPARTMENT OF Rescaus URE EXTENSIBLE BUILDING 


WASHINGTON , 





Supervising Architect—James A. 
Fried Co., Inc., New York, N. Y. 





(@} s | (Or NCLORs Ohya @) os LO) 





Architects—Anderson, Probst & White, Chicago, Il. 
& Son, Chicago, Ill. 


Wetmore, Washington, D. ¢ 
Electrical Contractors—Fischbach & Moore, Inc., New York, N. Y. 





D. -a 


C. General Contractors—Aronberg- 


... IS LASTING EVIDENCE 
OF RECOGNIZED QUALITY 


CHICAGO, ILLINOIS 


General Contractor—John Griffiths 
Electrical Contractor—A. S. Schulman Elec. Co., Chicago, Ill. 


CRESCENT PRODUCTS 


“Crescent” Safecote National Electric 
Code Rubber Covered Wire and 
Cable. 

Safecote Intermediate Grade Rubber 
Covered Wire and Cable. 
Safecote ‘Imperial’ 30% Rubber 

Covered Wire and Cable. 

“Crescent” Lead Encased Wire and 
Cable. 

“Crescent”? A.B.C. Armored Cable. 


“Crescent” Lead Covered Armored 
Cable. 
“Cresflex’”” Non-metallic Sheathed 
Cable. 


“Crescent”’ Flexible Metallic Conduit. 
“Crescent” Varnished Cambric Cable. 
Lead Encased or Braided. 
“Crescent”? Parkway Cables. 
All kinds of Special 
Wires and Cables 


“Forty-Five Years of Knowing How” 
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, TOM THUMB 
UTILITY 
OUTLET 


Latrobe has designed the No. 330 Tom Thumb Utility Outlet especially 
for use in wood floors, mantels, baseboards, show windows and other in- 
stallations that are free from 
moisture and mechanical injury. 
It is a neat, compact general 
purpose outlet that is easy to in- 
stall without special tools. No 
superfluous parts to lose or come 
loose. Ideal for home or small 
store where a neat serviceable 
outlet is required that can be 
installed quickly without marring 
the finish of the woodwork. 


FULLMAN MFG. CO. 


* LATROBE, - - * © PA. * °* 
of Quality Floor Boxes and Wiring Specialties 








Manufacturers 














Simplex 
$18.95 % 


Famous for Its Fine Tone 


A Model for Every Need 


Home 


Farm 


Automobile 


110 Volt AC-DC 
2 Volt Battery 6 Volt Battery 


32 Volt Automobile 


The Simplex Radio Co. 


Sandusky, Ohio 
Send Wholesale 
Prices to 








| 





Sales of Electrical Supplies 
Approaching Four-Year Peak 


While the higher average operating 
rate maintained by the leading industries 
thus far this year has resulted in a 
broader distribution of certain classes 
of electrical supplies, it has been in the 
household appliance division that the 
bulk of the increase contributing to the 
better showing of the trade has been re- 
corded. The use of all kinds of electrical 
devices definitely is on the increase, re- 
placements deferred for years now are 
being made, and in all of the moderniza- 
tion work in progress, electrical instal- 
lations of various types are being given 
prime consideration. 


This has brought about some surpris- 
ing increases in appliance sales, as a 
comparison with the first six months of 
1933 reveal advances of more than 200 
per cent in some items, while production 
in a number of divisions has been 
doubled, and orders now on hand exceed 
those booked at this period in 1932. 
From an earnings standpoint, the entire 
trade has been benefited by the sustained 
rise in demand since the summer of 
1933. During the first quarter increases 
in net profits of 60 per cent over the 
same three months of the year preceding 
were not unusual, while the losses shown 
by a few companies were halved. 


There now are indications that the 
total of electrical appliances sold during 
1934 will reach 800,000,000 units, as 
compared with the estimated total of 
739,000,000 set down for 1933, thus 
marking the largest year’s business since 
1929. Prospects for future business are 
held to be encouraging, as the general 
increase in purchasing power is expected 
to permit a larger volume of sales in 
specialties, and any upswing in construc- 
tion and industrial activity will be re- 
flected in the increased demand for 
equipment, according to a survey of the 
electrical supply trade, which has just 
been completed by Dun & Bradstreet, 
Inc. 


In nearly all lines, sales have been 
persistently upward since the first of 
the year, which has lifted the average 
for the first six months 30 to 40 per 
cent above the 1933 figures. Even in the 
states where the devastation by droughts 
has been particularly severe; sales are 
being maintained above the level of a 
year ago. The greatest increase has 
been in electric refrigerators, washing 
machines, ironers, labor-saving devices 
for the kitchen, table cookers, toasters, 
and lamps, particularly those of modern 
design. This has been one of the best 
seasons in four years for electric fans, 
while sales of washing machines are 
reaching new peak levels, and the de- 
mand for vacuum cleaners is broadening 
rapidly. The call for industrial and 
mining equipment has been stronger 
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A Bowler Goes Golfing: Believe it or 
not, Bill Goerisch, Graybar salesman, St. 
Louis, made 13 straight strikes. Don’t 
ask: “Who pitched?” because it was on a 
bowling alley. Bill is a good golfer, but 
admits it is harder to find one pin on the 
green than 10 on the alley. 





than for building supplies, although 
orders for the latter are more numerous 
than they were last year. A successive 
monthly increase has been recorded in 
the sales of electrical wiring devices 
this year, which has spread encourage- 
ment, as this department reacts promptly 
to any upswing in industrial operations. 

Prices fluctuated to some extent dur- 
ing the opening months of the year but 
now seem fairly stable at a level higher 
by 10 to 20 per cent than last year, which 
is considered moderate, in view of the 
fact that for years many items had been 
selling below their actual replacement 
cost. While there are no indications of 
immediate alterations, any revisions 
doubtless will be in an upward direction. 

Based on the record of the first six 
months, failures in 1934 will reach the 
lowest number ever recorded for the 
electrical supply trade. From January 
to the end of June this year, there were 


only 34 bankruptcies reported, with | 


total liabilities of $265,724, thus reveal- 


ing that the downward trend which | 
started in April, 1933, has been con- | 


tinued. 
Vv 


Electric Day Observed at 
World's Fair 


The electrical industry of Chicago de- | 
clared a half holiday on July 18 in order | 


that all employees might attend the Elec- 


tric Day program at A Century of Prog- | 
ress, sponsored by the Electric Associa- | 


tion of Chicago. 
Kenneth Curtis, president, Curtis 
Lighting, Inc., presided at a luncheon 


attended by 400 members and guests of | 


the Association, which was addressed by 
E. J. Doyle of the Commonwealth Edison 
Co. At an all-industry meeting in the 
afternoon, held in the Court of the Hall 
of Science, Dr. G. W. Allison of the 
Edison Electric Institute gave a talk on 
lighting. 


NO TWO PEAS 


i aw 


ome — 














CAN EQUAL 
FRETZ-MOON UNIFORMITY 


How many times have you used the old simile—“Alike as two peas in a 
pod?” And yet it is doubtful if you will ever find a pod in which there 
are two peas absolutely uniform in likeness. Both may be green, just as 
all black conduit is black, or all galvanized conduit is galvanized. Both 
may be round in shape. But examine them closely, and you'll find, just 
as when you examine conduit closely, that there’s a difference. 

The uniformity of no two peas in any pod grown can equal the uni- 
formity of Fretz-Moon Conduit, for here is a conduit that can be nothing 
but uniform. It is made by a scientifically-controlled “continuous proc- 
ess,” automatic in operation, which takes the steel skelp at one end of a 
specially-designed furnace and deposits it in the form of lengths of pipe on 
the cooling racks. The skelp, especially made for this process, is structur- 
ally and physically uniform—the finished pipe retains 
this, plus uniform weld, size, roundness, straight- 
ness, ductility and cleanliness. That’s why users 
say, “Alike as two lengths of Fretz-Moon Conduit.” 

Finished in black enamel, or in electro or hot- 
dipped galvanizing. 


‘STEEL AND TUBES, INc. 63". 
CLEVELAND + OHIO sara 


EXCLUSIVE SALES AGENTS 








UNDERWRITERS 
LABORATORIES 














UNDERWRITERS 
LABORATORIES 
INSPECTED 

CONDUIT 









FRETZ-MOON 
4 Rigid 


‘conduit 
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ONE Y 


IN REPLACEMENT 
UNITS 


VOGUE 


Copper-Clad 
FLAT-IRON 
REPLACEMENT 
ELEMENT 


PAT. PENDING 
Here is a brand new replacement element 
totally encased in copper, eliminating break- 
age, shorts, and greatly increasing the ele- 
ment’s life by cutting down oxidation of the 
nichrome wire. Element has highest grade 
mica and only genuine nichrome wire. Fool- 
proof—anybody can install it with ease—no 
danger of element being shorted. 
All units are thoroughly guaranteed. 
able for 32 and 110 volt ratings. 
You can make profits by selling the Vogue 
Copper-Clad fiat iron replacement elements as 
well as other Vogue replacement heating 
elements. 
Write for catalog showing complete line. 


DEMAND QUALITY! 
INSIST ON VOGUE ve 





Avail- 





SHERIDAN ELECTRO UNITS CORP. 
3243 SO. STATE ST., CHICAGO, ILL. 











SHERMAN 
SET SCREW 
CONNECTORS 





A STANDARD TYPE 
WITH IMPROVED 
FEATURES! 


These connectors are made of 
solid brass rod. All dimensions 
and proportions are carefully held 
to accurate size. 

All screws heavily rust-proofed 
preventing rusting in stock and 
makes it convenient to use con- 
nectors over again. 

The old standby type that now 
costs no more than imitations. 


Ask for Bulletin 8 





H. B. Sherman Mfg. Co. 


BATTLE CREEK, MICHIGAN 














| 








| Crosley, 


| shows 


Recent Trade Literature 

GRUBER Bros., 72-78 Spring St., New 
York City—Catalog No. 34 (35 pp.) 
residential lanterns, modern 
brackets, recessed fixtures and lighting 
for tavern and grill rooms. 

ALPHA WrreE Corp., 50 Howard St., 
New York City—Fall catalog for radio 
wholesalers contains detailed informa- 
tion on all types of hook-up wires and 
cables, also antenna wire and accessories. 

OumiTe Mrc. Co., 636 N. Albany 
Ave., Chicago—Catalog No. 10 (8 pp.) 
lists many new types of rheostats and 
resistors and gives data on their appli- 


cations, both electrical and radio. 
Cott’s PATENT Fire Arms Mee. Co., 
Hartford, Conn.—Complete price list 


and numerical index to Catalog 58, re- | 


vised to July 2. 

HyGRADE SYLVANIA Corp., Emporium, 
Pa. *, pocket size Technical Man- 
ual (108 pp.) provides’a ready reference 
listing of characteristics, circuit appli- 
cation, base connections and other data 
on all types of radio receiving tubes in 
current use. Also presents data on prop- 
erties of vacuum tubes, amplifier classi- 
fications, definitions, general tube and 
circuit information, tube and base dia- 
gram symbols and typical receiver cir- 
cuits. Price 10 cents. 

Revised Tube Base Chart includes 
base diagrams for new line of Majestic 
type tubes, shows 34 base diagrams and 
contains tables of base arrangements 





by tube types, and tube types by base | 


arrangements. Available on request. 


Crosley Attacks Mass Market: 


Lewis 
right, vice-president, and R. H. 


| Money, chief refrigerator engineer of the 





Crosley Radio Corp., inspect the first pro- 
duction model of the new Crosley Chest 
Shelvador electric refrigerator. It de- 
parts from traditional design in that it 
opens at the top. The recessed door with 
its racks for small food articles is an ex- 
clusive Crosley feature. This compact, 
highly efficient refrigerator with its 4.2 
square feet of storage space is expected 
to open a large market in the lower 
priced field, and will retail at $72.50. 

















PORTABLE ELECTRIC DRILL 


A high grade intermittent service, light 
duty, portable electric drill that finds a 


ready market in plants, repair shops, ete.— 
VY, ineh size, —a Signal Universal 
Motor for D.C. or A.C. 110 volts—weighs 
6 pounds—has ‘‘make-and-break’’ switch 
—furnished with 8 feet of heavy duty rubber 
covered cord with rubber plug and key. 
Send for details and discounts. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 














Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 


also 
Asbestos Covered Resistance 


Wires 


The Holyoke Company, Inc. 




















720 Main Street Holyoke, Mass. 
SALESMEN 











refer to 
CELECTRICA 

CONTRACTING’? 
for PANTHER and 
DRAGON TAPE 
ADVERTISEMENTS 
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Heads New Tape Division: Gordon N. 
Lewis, shown here with Miss Jocelyn 
Lewis and “Mecky,” is well known in the 
New York territory where he has repre- 
sented the Plymouth Rubber Co. for 
many years. Mr. Lewis has recently 
joined Jenkins Bros. Co., Bridgeport, 
Conn., as assistant manager of their tape 
division. 





GENERAL ELectric Co., Schenectady, 
N. Y.—“It’s in the Air”, 32-page illus- 
trated bulletin (No. SL-115) covers res- 
idential and commercial applications of 
air conditioning equipment, including 
unit conditioners and centrally installed 
systems. 


RCA Raprotron Co., New York City 
—‘World Wide Radio Tours” contains 
a radio map of the United States, also 
a short-wave radio map of the world. 
Price 10 cents. Discounts on quantities. 





Classified Ads 





Positions Available 


Salesman: By Chicago electrical whole- 
saler to contact industrial and contracting 
trade. One with established trade pre- 
ferred. Replies will be treated with con- 


fidence. Address Box 81, ELECTRICAL 
WHOLESALING, 520 N. Michigan Ave., 
Chicago. 





Salesman Wanted: Old, established elec- 


trical wholesale house in Chicago desires 
experienced man capable of taking com- 
plete charge of sales. Exceptional oppor- 
tunity for live man with new ideas. Con- 
cern well financed and open to investiga- 
tion. Right man can secure financial inter- 
est. Don’t reply unless you are a hard, 
capable worker. Address Box 82, ELkEc- 
TRICAL WHOLESALING, 520 N.. Michigan 
Ave., Chicago. 





Mr. Jobber Salesman— 


Are you telling this 
story to your cus- 
tomers? 


WHERE Lone WEAR COUNTS USE... 
APPLETON MALLEABLE UNILETS 


@ In the steam room of 
a prominent public service company, an 
important requirement of the electrical 
installation was that long life be assured. 


Appleton Threaded Malleable Unilets 
were used because the cadmium finish re- 
sists rust and corrosion, and the malleable 
iron gives greater strength, yet less weight. 





TYPE “C” 
Malleable Unilet with Cad- 
mium Finish 





“ 


Malleable Unilet with Cad- 
mium Finish 
Where long wear counts, use Appleton 


Threaded Malleable Unilets. 





Sold through Jobbers 
E “LB” 
APPLETON ELECTRIC COMPANY eee a 
1734 Wellington Ave. - Chicago, U. S. A. 


New York—150 Varick St. Los Angeles—340 Azusa St. 
San Francisco—655 Minna St. 

St. Louis—420 Frisco Bldg. Detroit—7724 Woodward Ave. 
Philadelphia—530 Arch St. 


APPLETON 
Threaded Malleable 


UNILETS 


Reg. U. 8S. Pat. Off. 





ee ee 


Ti. 7o- 
Malleable Unilet with Cad- 
mium Finish 


Standard for Better Wiring 
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NEW! £ 


H u b b a rd 
OPEN JAW 
Wedge Grip 


Bracket 


NEW FLEXIBILITY! 


EASIER 
INSTALLATION! 


LAY CABLE IN 
PLACE AND CLOSE 
JAW! 


FULLY 
SELF LOCKING 
peeay TO SELL 


Write John Lineman for 
other sales points, samples 
and prices. 


HUBBARD AND COMPANY 


Pittsburgh —Oakland, Calif. Chicago 
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New, LOW 


PRICES 
on BREEZO 
FANS= 





Jobbers handling the BREEZO line 
of commercial and domestic ventilat- 
ing fans have a new sales advantage— 
lower prices on the whole line—to job- 
ber, dealer and consumer! 


Considering the quality construction 
of BREEZO fans —all-steel, light- 
weight, practically unbreakable; large, 
heavy-duty, fully enclosed motors; then 
quiet and efficient operation, BREEZO 
fans are a really profitable line. 


SEND FOR YOUR COPY 
New Bulletin 


A just-issued 8!/xI1 in. bulletin illustrates 
the entire line, tells how to select and install 
fans and gives much data on ventilation. Fill 
in the coupon for your copy. 


BUFFALO FORGE COMPANY, 
201 Mortimer St., Buffalo, N. Y. 


OK—Send us new prices and the New 
Bulletin. 





























“Our Salesmen 





ae i kas 3s 
Vv seat ae pe 
A er { a 8; _ AEE YOUR 3T A me, * ne 
£ d Se ey 


as eennne ee 


pea Jocngh Dealer behied his own counter | 
Better Job (=) “tn Sa = 


ee 


—why, every ‘Slipknot Automatic Salesman’ 
placed by one of our men means a constant 
helper to that man, right on the dealer's coun- 





ter. Our name stares the dealer in the face. OS aliens 
That helps in-between-calls orders... ." Pte Dia 
Salesman — it’s actually 


baked-on to the enamel in 
high-temperature ovens for 
permanence. 








Durable STEEL—In Handsome 
COLORS—A Lifetime 


Fixture! ~ - 
—  * Suggestions 


make buyers 
Wark 1a 
Distaves j 
PiywouTt 


Display Reminds that 












Slipknot in Time 
Saves Many Dollars 













Handy STOCK BIN (shown above) is 
roomy enough for the many more 
pounds your dealer will want to have 
on hand when the Slipknot Automatic 
Salesman starts ringing his cash 
register. 





Clean Stock 
—always changing— 
no shopworn boxes 
left at bottom 

—a fresh package slides 
into place 
automatically 





Sold thru Jobbers only 


PLYMOUTH RUBBER COMPANY, | | 
TCT. wee RON 


CANTON, MASS. "4 















THE FUSE 
IS READY FOR 
SERVICE 






70 to 600 Ampere BUSS Fuses 


'T is impossible to renew a BUSS Fuse im- 
properly. There are only a few parts to 
be handled. There are no hinges, wings, 

screws or loose washers. The chance of poor 
contact is reduced to an absolute minimum. 


Blades are held together by a fibre bar. This 
makes it easy to renew fuse and protects link 
against twisting or injury that might cause it to 
blow before it should. 

The fibre bar IS NOT USED tto keep blades 
in line. Blades are automatically brought in line 
by slots in the brass end rings. This means that 
even if fibre bar shrinks or swells or is acci- 
dentally broken it can never cause bad contact 
in a BUSS Fuse. 

Bolts and nuts used to hold link to blades are 
Cadmium Plated and have extra fine threads. 
They won’t rust and they won't vibrate loose 
like a coarse thread bolt. 


THE 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 
A Division of the McGraw Electric Company 














WHY SOME 
SALESMEN MAKE 
“GOOD MONEY” WHERE 

OTHERS FAIL 


OW often have you heard some one make a remark 
like this: “I don’t see how he does it—but he sells 
more goods than most any body else.” 


The answer is that the salesman is just applying the 
principles of good selling. He is going along call after 
call telling his sales story and telling it right. He knows 
that the prospect must have enough information to per- 
mit him to sell himself, so the salesman keeps handing it 
out on every call. 


He picks out the features of the product he is selling 
that should appeal to the prospect. He talks about them. 
If the prospect doesn’t buy the first time he repeats the 
story on his next call. He knows the story is old but he’s 
smart enough to know that it’s not so old to the individual 
prospect. He keeps right on telling it—not parrot like, 
but like a good general attacking again and again, until 
the battle is won. 

You may ask “What has all this to do with selling 
fuses?” The answer is simply this: BUSS SUPER-LAG 
Fuses are an outstanding leader because the many exclu- 
sive features of their design make them a time and money 
saver for the user. 

If you will talk these advantages when you call on fuse 
prospects—not once but at every opportunity—you can 
increase your sales—and both you and your house will 
profit. 


On the BUSS price sheet in your binder is a sales story 
already worked out for you. If you want more complete 
information, ask your sales manager to get you a copy 
of that handy little booklet “The Story of the BUSS 
SUPER-LAG Fuse” or ask the BUSS Fuse man who 
contacts you for more information. 














FUSE 








